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TTC—A symbol of service. 
service that earns loyalty and 
acceptance from an audience 
service that offers a high 
degree of cooperation and 
guarantees integrity to its 
advertisers. In program plan 
ning, in daily operation, in 
creative public service, Trans 
continent stations give depth 
to this symbol of service 
as they constantly strive 
to fulfill the finest objec 
tives of broadcasting today 


WROC-TV, WROC-FM, Rochester, N. Y. * KERO-TV, Bakersfield, Calif. 7 


WGR-TV, WGR-AM, WGR-FM, Buffalo, N. Y. » KFMB-TV, KFMB-AM. 


KFMB-FM, San Diego, Calif. » WNEP-TV, Scranton—Wilkes-Barre, Penn. ™°*™ 
WDAF-TV, WDAF-AM, Kansas City, Mo 
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How important is the 284? 


Just as important as one’s 2nd shoe is 
Michigan’s 2nd TV market...that rich 
industrial outstate area made up of 
LANSING-FLINT-JACKSON and 20 
populous cities ...3,000,000 potential 
customers ...684,200 TV homes (ARB 
March ’'60)...served exclusively by 
WJIM-TV for 10 years. 


WJ j M = F Sere located to exclusively serve LANSING... FLINT...JACKSON 


BASIC © Covering the nation’s 37th market. Represented by Blair TV. WJIM Radio by MASLA 
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Letter from the Publisher 


Constructive Force 

In a quiet and undramatic way the NAB Television Code Review 
Board has become one of the most constructive forces in the history 
of agency-media relationships. 

It was just a short time ago that a hue and cry was heard through- 
out the nation about the irritation and offensiveness of many tv 
commercials. Today there is much comment on the imaginative and 
entertaining commercials on the air. 

Much work remains to be done. There will always be the agency 
that will try the back-door approach. There will always be agencies 
that will dangle a nice fat contract before a station, attempting to 
get it to accept what is acknowledgedly offensive commercial copy. 
It takes courage to turn these blandishments down. However, tele- 
vision is big enough and important enough to be courageous. 

Stockton Helffrich, director of the New York NAB Code Office, 
stated the case extremely well before the Eastern Conference of the 
4. A’s: “The hard-core leadership among the various controls now 
set up clearly means business. The difficulty with which it has to 
contend comprises a group of diehards concentrated in certain 
classifications of advertising. We do not suggest, however, this 
group is either characteristic of such classifications nor, for that 
matter, limited to them. Rather we suggest that certain proprietary 
advertising and personal-product advertising risk offense to good 
taste. They elicit charges of bad taste wherever copy approaches 
to them are cynical and favor taking exception to the good-taste 
rule because it seems doing so can ‘pay off.’ 

Common Sense Rules 

“There are some who care and some who do not. The latter are 
not too preoccupied with the cautions sounded by the Television 
Code Review Board’s special subcommittee on personal-product 
advertising. They have not studied the basically common-sense 
recommendations disseminated by that subcommittee on such prod- 
uct categories as laxatives, deodorants, depilatories, toilet tissue, 
corn and callus removers, cold and headache remedies and founda- 
tion garments. Their basic attitude continues one of believing that 
you can have your cake and eat it, and that all of this fuss will blow 
over. 

For the plain matter of fact is that agencies in an intense com- 
petitive atmosphere will use every creative device in the com- 
mercial to move merchandise. These commercials may not patently 
violate any of the standards set up by either the Federal Drug 
Administration or the Federal Trade Commission, but the broad- 
caster in the last analysis is responsible for what goes out over his 
facilities. The agency has to be reminded that the station over whose 
facilities the commercial is broadcast is a guest in the American 
living room. Therefore, these standards as set up by the Television 
Code Review Board are absolutely necessary for an atmosphere of 
acceptance and believability. The industry owes a debt of gratitude 
to the Code Board: E. K. (Joe) Hartenbower, chairman, and his 
hard-working colleagues, Mrs. Dorothy Bullitt, Robert W. Fergu- 
son, James M. Gaines. Joseph Herold, Gaines Kelley and George 
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ll tell you what's in the box 
when we reach the lake. 


Ty) — \ 











“A TV SET” 





With a little ingenuity 
you can get Channel 2 
almost anywhere. 

Seriously, Powerful Channel 2 
does an impressive job in Eastern 
Maine. And remember, a matching 
national spot buy on 6 in Portland 
gives you Maine’s two major mar- 
kets at a 5% saving. 

See your Weed TV man. 


WLBZ-TV 


NBC for 
BANGOR 
MAINE 


MAINE BROADCASTING SYSTEM 
WLBZ-TV, Bangor WCSH-TV, Portland 
WCSH Radio, Portland 
WLBZ Radio, Bangor WRDO Radio, Augusta 
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From sign on to sign off during the past fel 
months the programs that came before olbve 
cameras attracted the biggest audiences in @ve 
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st felevision . .. as they have consistently done 
olpver the past five years... and as they show 
n@very promise of doing throughout this season. 


Source: Nielsen Television Index 














































“Brawnski Will Be Big 
In The Media Department” 


Sharp lad that Brawnski . . . he'll join the agency schooled in basic market 
facts. Obviously he knows that South Bend has a higher per household in- 
come ($7,553*) than any other Indiana Metro Area . . . that it ranks $1,426* 
above the state average. 

While a rich market by itself, South Bend is part of a total 15-county area 
with buying power in excess of $1.7 billion*! You can’t afford to penalize 
your sales efforts in a market of this scope . . . it calls for an all-out aerial 
offensive! And no station reaches South Bend aerials like WSBT-TV! 

The nation’s oldest UHF station, WSBT-TV has dominated this market since 
its opening day. Year after year it delivers 45% share of sets in use with top 
CBS programs and popular local shows. 

Don’t fumble sales potentials in the big South Bend market. Get the latest 
signals from your Raymer man. 


*Sales Management 1960 Survey of Buying Power 


WSBT-TV 


SOUTH BEND, INDIANA 
Channel 22 


ONE OF CBS' HIGHEST-RATED STATIONS 





Ask Paul H. Raymer, National Representative 
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Tinker 


NO. 8 t 0 
Evers 
(but never to chance)... 


It really looked this time like 
an HR&P man (as they say in 
the bleachers) was swinging 
for a strikeout. 





The New York agency had vetoed one of his stations, 

mainly because the client — out on the West Coast — 
* had heard “unfavorable reports from the field.” 
Undaunted, our New York 
man asked our San Francisco 
office to make a full presenta- 
tion on the client’s home 
grounds. “I’m sold,” said the 
client, “but my broker in the Northeast isn’t. Sell 
him and Ill go along.” So now our Boston office went 










tions 


Bill Yonan 
Chicago Office 


other 
Corp. 





aid at 
Tele- 
adison 
e con- 
ed by 
intries 
nd to 


HARRINGTON, 


NEW YORK CHICAGO DETROIT ATLANTA 





RIGHTER & PARSONS, 



















to bat. “Sounds fine with me,” agreed the broker, 
“but you better cover my distributor in the station’s 
city.” Well, the station itself fielded that one with 
neat dispatch and — as a result of this quadruple play 
— we came up with the order. 


Some people might call it a lot of 
time, expense and transcontinental 
shenanigans to make one not-very- 
big sale for a single station. But 
HR&P men think differently. 





They’re out to sell spot television — sometimes in 
small lots, sometimes in big pieces — sometimes for 
one station, sometimes for a hundred. 


THE MORAL IS THIS: HR&P men are picked for 
resourcefulness, which directly rewards the stations 
who have picked us. But it goes further. Since we 
concern ourselves with only one medium, there are no 
limiting factors to keep us from the creation of new 
business for the whole spect TV industry. Uniquely, 
we can afford to be doubly creative that way. 


INC. 


BOSTON + SAN FRANCISCO LOS ANGELES 
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In TV too... 
Film does 
the 


impossible !” 


Like to show something that 
doesn't happen—really can't hap- 
pen? Want to show the ““No!""— 
thus emphasize the ‘‘Yes!''? 
Chemstrand Nylon did it brilliantly 
... visually squeezed a whole 
selling sequence into a few film 
frames. 


d Adaptable! .. . That's the way 
it is with film! 

Film, and film alone, does three 
things for you: (1) gives anima- 
tion—crisp, exciting; (2) provides 
the optical effects you've always 
required for high-polish com- 
mercials; (3) assures you the 
coverage and penetration which 
market saturation requires. 


=! 


== ere oye 


y For more information, write 

B Motion Picture Film Department 

® EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 
East Coast Division 


342 Madison Avenue 
New York 17, N.Y. 


Midwest Division 
130 East Randolph Drive 
Chicago 1, Ill. 


West Coast Division 


Pe 


6706 Santa Monica Blvd. 
Hollywood 38, Calif. 
j or W. J. German, Inc. 
B® Agents for the sale and distribution of 
Eastman Professional Motion Picture 


Films, Fort Lee, N.J., Chicago, Ill., 
Hollywood, Calif. 


® ADVERTISER: 
The Chemstrand Corp. 
ADVERTISING AGENCY: 
Doyle Dane Bernbach, Inc. 
PRODUCER: 
Transfilm-Caravel, Inc. 
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It’s Official 


. TV AGE is the official bible for 
all of my friends and associates in the 
television business. . . . 

O. H. Rirrer 
Zimmer, Keller & Calvert 
Detroit 


Single-Station Article 
we were most pleased with 
the article “Bonus Millions” that ap- 
peared in the October 3rd issue of 
TELEVISION AGE. We would like to ob- 
tain 50 reprints ... 
Harry R. LAPHAM 
Promotion Manager 
WJBF, Augusta, Ga. 


Cambria Has New Series 

I read your article “Cartoons Come 
of Age,” in the October 3rd issue. 
Your bright predictions for the future 
of the cartoon medium are most en- 
couraging. We at Cambria Studio 
(who, I hope, were conspicuous by our 
absence from the article) would like to 
take exception. . . . We believe we 
have made a significant contribution 
to the medium with our technique . . . 
| utilizing machines developed and 
| built by us to cut cost and increase 
prorten output. These machines 
| and the production technique with 
| which they are used have allowed us 
| in the past year to produce more car- 
| toon footage, with fewer people, at 
| less cost than any other cartoon com- 
| pany anywhere. We have produced 
| over 1,500 minutes at less than half 
the cost of our nearest competitor, 
turning out comparable quality. ... 

Our Clutch Cargo adventure series 
is now running in 64 markets. This 
series of 52 half-hours or 260 five- 
minute episodes is being well re- 
ceived, and we expect a $2-million 
| gross over a four-year period from 
‘the U.S. alone. Our Doc Potts half- 











hour series, currently in production 
for February 1961 release, will be 
aimed at adults as well as children. 
Our plans for the next year include 
a half-hour documentary cartoon on 


the history of flight. . . . 


Dick Brown 
President 
Cambria Studio, Inc. 


Los Angeles 


Broadview and Tv 
. the Broadview Savings & 
Loan story is . . . . a wonderful job 
in combining numerous facets into a 
very smooth, readable story. . . . 
Murray Gross 
Director of Sales Development 


TvB, New York City 


Flint-Saginaw-Bay City Market 
- in your table on the 50 Top 
Spot Markets (Tv ace, Oct. 17) Flint- 
Saginaw-Bay City is the three-station 
market used in the 1959 FCC tabula- 
tion. In 1958 the designation read 
“Flint - Lansing - Saginaw - Bay City.” 
While your footnote covers the fact 
that there was “one less station than 
in 1958,” it fails to point out that 
the essential market definition was 
changed. Dropping the financial data 
on a “pre-freeze” station like WJIM-TV 
is bound to make a considerable dif- 
ference. In order that no doubts exist 
about the present status of the Flint- 
Saginaw-Bay City market, would it 
not have been fairer to have shown 
no comparison with 1958? Not much 
glory in being crowned “Miss Largest 
Spot Billing Decrease of 1959” when 

the crown belongs elsewhere! . . . 
You might be interested to know 
that the ranking of the Flint-Saginaw- 
Bay City market as 42nd by your 
anonymous agency source agrees al- 
most exactly with the rank of the 
market in terms of actual delivered 
audience. Using as a gauge the ARB 
findings for “Average Homes Reach- 
ed, 6-10 p.m.” for the total of all sta- 
tions in each market, I find Flint- 
Saginaw-Bay City to place 43rd. . . . 
Cuar_Les H. SMITH 
Tv and Radio Research Consultant 


Minneapolis 
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.* Highestswith Women: 


More women were reached more often by The Play of the Week 
than any top-rated network program in the: New York area, 
according to survey data by the A.C. Nielsen Company for a 
typical height-of-the-season eight-week period, ending February 
7, 1960. It topped all network programs, bar none, with a total of 





"36,012,173 women viewer homc impressions 


fully 12,306,1019 
more than were attracted By the second-ranking” Wagon Train, 9 
Can The Play of the Week sell soap, cosmetics, household goods, 
or anything else aimed at the feminine contingent? Put that down 
as the most academic question of the year. 





CAN IT SELL CIGARETTES? j 


Highest with Adults: 


When.you examine the figures for aduits—the ones with the real 
purchasing,power, not possessed by the juvenile set — you have the 
real clincher. The audience for The Play of the Week is 98% adult. 
Its delivered, audience of adult viewer home impressions totaled 





"CAN IT SELL EVERYTHING? 


0.2 in reaching more different 
homes in the New York area: 


Television's foremost dramatic series, The Play_of the Week, at- 
tracted more different homes than any other top-rated network 
‘Program in New York except Gunsmoke, according'to the Nielsen 

ata for the period studied, It attracted more different homes 





al (Based on a study Of the A.C. Nielsen Company for a cumulative eight-week 
broadcast period ending Feb. 7, 1960...on WNTA/TV, Channel 13, New York. ) 


59,439,469 — the highest of any top-rated network program, in the} 
New York area, for the eight-week period studied. Reach the peo- 
ple with the dollars to spend...for higher sales and profits on the} 
most economical basis...through The Play of the Week. 





# 


(2,780,860) than these highest rated television programs in the 
New York area: The Untouchables, Maverick, 77 Sunset Strip, 9 
Father Knows Best, U.S. Steel-Circle Theatre, What’s My _Line?, } 
Have Gun Will Travel and Ed Sullivan show. 











“CANYUT SELL YOU? Tf not, you 





cant be listening! 


IF YOUR MARKET IS NOT LISTED, 
CALL, WRITE OR WIRE: 


*% fae ‘* 


NTA 


NEW YORK: 10 Columbus Circle @ JjUdson 2-73005 
LOS ANGELES: 8530 Wilshire Bivd. @ Olympic 5-770] 
CHICAGO: 612 N. Michigan Avenue @ Michigan 2-556] 


WINNER OF: G¥br ge Foster Pegpody (wards: Academy of Television Arts and Sciences “Emmy” Award +: Alfred I. duPont A 
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of the 


It is later than you think, Mr. Station Manager, and people 
(in 1960) are brighter than you think. A new wave is sweep- 
ing the land. A wave expressing the hunger and clamor for 
finer television entertainment that will stimulate people’s 
minds, nourish their souls, prevent them from being reduced 
to pablum. 


in the® 





ae Dreamers, are we? Hopeless idealists and utopianists, too? 
i thell Well, Mr. Station Manager, perhaps you’re the one that’s 


in that Ivory Tower—out of touch with the mainstream 
and pulsebeat of the nation. Want figures? We’ve got them! 
Read them (at left) and rejoice, not weep. Read t them — 
and you'll discover that if you want the vehicle to sefl soap 
y ; or cosmetics to women. .. cigarettes or cars to adults, or 
anything —from soup to nuts—you can do it...via ..via The 
Play of t of the Week. 








t's the vehicle that delivers for you class-in-the-mass...on 
ia the most economical basis possible. And it will deliver, too, 
. a vast audience with a plus no other television program ¢an 
claim —a loyalty and responsiveness from Play of the Week 
viewers that translate themselves into extra sales and extra 
profits. Take a good look at the 56 stations which are pres- | ‘ 
ently alive .:. and kicking up their heels for joy... for being 
ine?, am associated with television’s most spectacular drama 
The Play of the Week! 


















' The 56 STATION HONOR ROLLE (sins) “5 > 


‘ . * . a bce 
MARKET STATION MARKET STATION Warxer STATION « (MARKET. } STATION 
he 
NEW YORK-NEWARK WNTA HOUSTON, TEXAS KPRC SAN AN Texas. © KONO t ROCK, ARK 
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Deraorr WXYZ ATLANTA. GA. WSB «SYRACUSE. N. ¥ # BATON ROUGE, LA. ware 
SAN FRANCISCO-OAKLAND KTVU MIAMI, FLA. WPST ROCHESTER, N.Y. GREENSBORO... N.C. WRAY 
coon wez DENVER, COLO. KOA FORD, CONN. wric EVANSVIE! Went 
ITTSBURGH wc NEW ORLEANS, 1A. T OHIO & TOL RLO, MeCORMACK ADVERTISING 
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Syluania TV Award t% Newspaper Guild of New York Page One Award The Sidney Hillman Foundation Award t Show Business Award 

















TAPE YOUR PROGRAMS AND 
COMMERCIALS IN HAWAII 


This complete* fully air-conditioned television mobile 
unit can tape anything for you in Hawaii. From our 
keep-your-eyes-on-the-hands lovelies to your client’s 
brew quencing a Polynesian thirst. Commercials . . . 
complete programs . . . name it—we’ll do it... ata 
most favorable price. 


*3 RCA cameras, VR-1000B, 8 Audio Channels, 45 KW Generator. 


Kaiser 
“# BROADCASTING 


Represented Nationally by Video Tape Productions of New York, Inc., 205 West 58th Street, New York City 19, N.Y. JU 2-3300 
Mobile Video Tapes, 1607 N. El Centro, Hollywood 28, California HO 4-7188 « Kaiser Broadcasting, KHVH-TV, Honolulu 14, Hawaii 
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Bell & Howell to Up Tv Investment 

Bell & Howell plans to increase its advertising budget 
in 1961, with particular emphasis on television, company 
executives have indicated. The 1960-61 season finds the 
company sponsoring five hours and 10 half-hours of 
Close-Up and eight half-hours of Winston Churchill, all 
on ABC-TV, as well as spot coverage in certain areas. In 
1959 Bell & Howell invested $600,000 in network and 
over $200,000 in spot. 


Success Prompts Boost 


“We really like television” is the word from Allied 
Chemical & Dye Corp. as the firm’s Nitrogen division 
readies its annual entry into spot. Schedules for Allied 
fertilizers will be increasing next year to provide greater 
frequency in more than 20 markets in the midwest and 
south, with the placements starting in January in the 
southern areas for about 13 weeks. Other start-stop dates 
vary according to weather, planting season, crops, etc. 
Minutes in “supper-time” periods are usually used. Media 
director Arch Crawford at Albert Sidney Noble Adver- 


tising, New York, is the contact. 


Will Residuals Boost Animation? 


Now that discussions between the negotiating teams of 
SAG-AFTRA and industry representatives on tv com- 
mercials have been narrowed down to the difficult ques- 
tion of residual payments, it seems inevitable that there 
will be an increase next year in the use of animation by 
many advertisers, especially those in nced of frequency. 
Residual payments per actor per commercial are said to 
average out over the year to approximately $2,000, and 
if current dernands are met, that average is expected to 
double. In cartoons, under the present SAG contract, 
re-use fees paid to off-camera voices are almost half those 
paid to on-camera performers. 


Spot Use For Orange Juice 


Oranges and orange juice are currently heading spot- 
ward, At Kastor Hilton Chesley Clifford & Atherton, Inc., 
New York, buying chief Beryl Seidenberg will be adding 
early next year to the markets getting introduced to Snow 
Crop’s new improved juice concentrate. In Los Angeles, 
Foote, Cone & Belding, Inc., was noted placing about six 
weeks of daytime minutes in kid shows in some eight 
markets for Sunkist fresh oranges. The Sunkist drive be- 
gins this week. Broadcast manager John McQueen is the 
contact. 


Something Special 


A major regional brewery that’s been a long-time user 
of tv in the east and a “pioneer” in different ways of 


WHAT’S AHEAD BEHIND THE SCENES Tele-scope 


using the medium has something special cooking for early 
next spring. Exact plans cannot be revealed as yet, but 
the idea hinges on a holiday special, biographical in 
nature, to be especially produced for the client. 


Cold Weather, Hot Spot 


Anacin, which kicked off year-long placements of 
filmed minutes early this fall in about 20 markets, re- 
portedly is bolstering schedules in those and adding to- 
ward a 50-market total. Night minutes are used primarily 
for the Whitehall Pharmacal Co. product. Jim Curran is 
the timebuyer at Ted Bates & Co., Inc., N. Y. 


Dalton Heads CATV Group 


Beefing up of National Community Television Associa- 
tion Washington lobbying operation is indicated by the 
selection of new president William Dalton, formerly presi- 
dent of Tyrex, Inc., New York. First paid president, the 
new head of the community antenna television group is 
expected to concentrate his efforts on answering Con- 
gressional critics of CATV when he takes office Jan. 1. 
Mr. Dalton is a trade-association expert, having been 
prominent in the American Society of Association Execu- 
tives. He has had no broadcast experience. 


Additions For Schick 


Having begun lengthy schedules in about 50 markets 
for its electric razors several months ago with the idea 
of continuing them until Christmas, Schick, Inc., _re- 
portedly will hit about 20 areas at the end of the month 
with new placements of night minutes. The schedules will 
run four weeks. Benton & Bowles, Inc., New York, is the 
agency; Tom McCabe is the timebuyer. 


Cost of Tape Stock Drops Again 


Since its introduction in 1956, the price of “Scotch” 
brand video tape has declined nearly 33 per cent below 
its initial $306.77 per hour reel. Minnesota Mining & 
Manufacturing Co., which makes the tape stock, recently 
announced its fourth price reduction within two years- 
cutting prices by 10 per cent in all sizes and brackets. 
Improved production methods, according to MMM, make 
the reduction possible. Actual price per hour reel has 


dropped by $100. 


Cereals Setting 


Next Monday is the starting date for new schedules of 
filmed minutes, primarily in afternoon children’s pro- 
gramming, for various Post cereals. About 15 major 
markets will be used over a four-week period. George 
Simko is the timebuyer on the General Foods products 


at Benton & Bowles, Inc., New York. 


November 14, 1960, Television Age 15 





Irresistible force... 





New York audiences are irresistibly drawn to the programs they see 

on Channel 2. The inevitable outcome: day and night, month-in and 

month-out, WCBS-TV remains firmly fixed in the number one spot. 
The first weeks of the new television season prove the point all overt 

again! In a seven-station market, Channel 2 chalks up an over-all 32.4% 

share of audience, 34% /arger than the second station, //3% /arger than§ In 





Immovable object! 


the third and /4% /arger than all the other stations combined; 18 of the 
top 25 daytime shows and 20 of the top 25 nighttime shows; more top- 
rated news, public affairs programming, feature film shows, westerns, 
variety, dramas, situation comedies than any other station, se: ros. oc. 222 


Beyond question, the New York television picture remains the same. 
In the nation’s largest market, the largest audiences stay tuned to... 


REPRESENTED BY CBS TELEVISION SPOT SALES + CBS OWNED WC BS TV 





















KRNT-TV is 
very big in Des Moines 


Big in total audience — see all surveys 
Big in total adult audience — see all surveys 
Big in service to the community — see Central Surveys 
Big in news — five years of dominance — see all surveys 
Big in personalities — see Central Surveys 
Big in believability — see Central Surveys 
Big in local business — see FCC figures 
Big in the lives of people in the community—see the people 


Big in sales impact — see Katz 







KRNT-TV is 
Des Moines Television 


A COWLES OPERATION 
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Business barometer 


Billings for national spot television continued their upward swing in September 
after favorable reports for August. 









The TELEVISION AGE copyrighted Business Barometer reports show national spot 
business in September was up 18.3 per cent over that in August, following the 
seasonal gain which has been reported every year since the reports were first 

begun in 1953. 





Business in this division was 
4.3 per cent ahead of 

that a year ago, the NATIONAL SPOT 

Business Barometer fig- 

ures further revealed. 











i month-to-month and year-to-year com partson 
























As reported in the October 
17th issue of TV AGE, 
the upturn _in spot came 
earlier this year than 
it did in 1959, when the 
month-to-month decline 
which started in May 
continued until Septem- 
ber. This year the drop 
changed direction in 
August, although the 
drop had been swifter 
than a year ago. The 
chart on this page indi- 

cates this trend. 



























Spot totals in 1960 started at 
sa higher level than they I 
did_ in 1959, and the i 
gains for the year have ' 
been less over-all. A 
year ago in September 
business was up 18.9 per 
cent in the spot cate- 
gory over that in 1958. 
This year the increase 
over 1959 at this point 
is only 4.3 per cent. These comparisons are not cumulative, but show the rela- 
tive business in September of one year against that of the earlier year. 





ple 





As the chart indicates, at one point this year spot totals were less than they had 
been at the same point in 1959. 





Index points on the chart are based on the arbitrary assumption that 1953, the year 
the surveys began, is zero. 








The Business Barometer reports are based on a nationwide survey, and reports are 
made by stations of all sizes in all parts of the country. The figures are 

sent directly to Dun & Bradstreet, and percentage returns made to the editors 

of TELEVISION AGE. 


A report on local billings for September will be published in the November 28th 
issue. 
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To add “atmosphere” to the sales pitch... 


French chef sprite is electronically .. . 


fitted into a backyard scene 


One of a series on 
“HOW ADVERTISERS 
ARE SOLD”’ 





RCA Special Effects! 


Products of your local sponsors can be given that “distinctive” appeal with intri- 
guing traveling matte effects. Using RCA Special Effects equipment, exciting slide 
or film backdrops can easily be inserted into commercials. You can place an 
animated figure into a moving background or add “atmosphere” details that 
give results, very simply. The system will accept signals from several sources to 
produce a variety of effects. 


In addition to traveling matte backgrounds, RCA can provide modules for 154 
special effects, including wipes, split screens, block, wedge, circular and multiple 
frequency patterns. Any ten effects may be preselected—simply plug ten modules 
into the control panel. You get the right effect to add that extra sell to your pro- 
grams and commercials every time! 

Your RCA Special Effects will sell itself to 

advertisers and give your station a competitive 

edge. See your RCA Representative. Or write 

ta RCA. Broadcast and Television Equipment, 

Dept. N-278, Building 15-1, Camden, N. J. 

for descriptive booklet. In Canada: RCA 

VICTOR Company Limited, Montreal. 


RCA Broadcast and Television Equipment ¢ Camden, N. J. 


RCA Special Effects Panel 


The Most Trusted Name in Electronics 
® RADIO CORPORATION OF AMERICA 


THE WAY IT HAPPENED Ay eC WS fr O fg t 


Beer and wine lead network billings gain... page 21 


“Intellectual ghetto”’ has big audience..... page 21 


Worthington TvB annual meeting speaker .. page 56 


Network Gains 

The Television Bureau of Adver- 
tising reported substantial gains in 
network television gross time billings 
for several products during the Janu- 
ary-August 1960 period. Beer and 
wine showed a 33-per-cent increase. 
Also on the rise were apparel, foot- 
wear and accessories, up 54.5 per 
cent; confectionary and soft drinks, 
up 31.3 per cent; household furnish- 
ings, up 69.6 per cent, and insurance, 
up 38.5 per cent. 

Anacin was the leading brand for 
August, followed by Texaco and 
Winston cigarettes. Procter & Gamble 
headed the company advertisers with 
network billings of $3,937,955. 


Sunday Viewing 

Television’s so-called “intellectual 
ghetto,” what has been described as 
the Sunday-afternoon recital hall, has 
a large and valuable audience, ac- 
cording to a special study of five ma- 
jor markets completed by Television 
Advertising Representatives, Inc. 

The research report, based on A. C. 
Nielsen data for winter 1960, shows 
that on the average 68 per cent of all 
tv homes view the medium on a Sun- 
day afternoon and that they watch 
for relatively long periods of time. 
Cost-per-thousand comparisons as well 
as audience-composition comparisons 
to prime evening time are also of- 
fered in the TvAR study, which will 
be released to advertisers and their 
agencies at the end of this month. 

The viewing period under study is 
12-6 p.m. Sundays and the five mar- 
kets are cities in which Westinghouse 
Broadcasting Co. has stations: Boston 
(wBz-Tv), Baltimore (wJz-Tv), Pitts- 
burgh (KDKA-TV), Cleveland (KyYw- 
TV) and San Francisco (KPIx). Its 
purpose: to present to television 
clients some of the values inherent in 
that abused viewing period, which, in 


the words of Robert Hoffman, TvAR 
director of marketing and research, 
“has been almost ignored by some 
advertisers.” 


The percentage of families watch- 


ing tv on Sunday afternoons varies 
from market to market. In Boston it 
is 65 per cent, and the number of 
quarter-hours viewed is 12.9; in Bal- 


timore it is 68 per cent, and quarter- 


hours viewed amounted to 10.3; in 
Pittsburgh it is 78 per cent, and the 
number of quarter-hours viewed is 
12.5; in Cleveland it is 71 per cent, 
quarter-hours viewed 11.6, and in San 
Francisco it is 59 per cent, quarter- 
hours viewed 8.7. 

Significantly, 100 
homes on Sunday afternoons compare 


viewers per 


favorably to prime time, according to 
the TvAR study. From noon to 6 p.m. 
they amount to 220; on Monday 
through Friday, 8-9 p.m., they amount 
to 218. And audience composition 
remains relatively the same, except 


(Continued on page 56) 


Estimated Expenditures of 


Network Television Advertisers 
by Product Classification 


Agriculture & Farming 

Apparel, Footwear and Accessories 

Automotive, Accessories and Equipment 

Beer, Wine 

Building Materials, Equipment and - Fixtures 

Confectionery and Soft Drinks 

Consumer Services 

Drugs and Remedies 

Entertainment and Amusement 

Food and Food Products 

Freight, Industrial and Agricultural 
Development 


Gasoline, Lubricants and Other Fuels 
Horticulture 
Household Equipment and Supplies 
Household Furnishings 
Industrial Materials 
Insurance 
Jewelry, Optical Goods and Cameras 
Office Equipment, Stationery 
and Writing Supplies 
Publishing and Media 
Radio, Tv sets, Phonozraphs, Musical 
Instruments, Accessories 
Retail or Direct by mail 


Smoking Materials 

Soaps, Cleansers and Polishes 
Sporting Goods and Toys 
Toiletries and Toilet Goods 
Travel Hotels and Resorts 
Miscellaneous 


TOTAL 
Source: TvB/LNA-BAR 


Jan.-Aug. 
1959 


Jan.-Aug. 
1960 


$1,405,313 
5,061,612 
3,173,682 33,805,362 
666,993 5,294,125 
— 1,504,811 
702,545 9,816,699 
231,423 2,374,243 
6,612,276 53,939,692 
~- 842,467 
8,887,342 74,219,765 


Aug. 
1960 


$ 86,506 
646,757 


$1,144,540 
3,275,739 
29,343,826 
3,980,557 
1,785,171 
7,476,990 
2,072,070 
46,682,972 
260,383 
74,854,065 


247,530 235,587 


10,020,119 
371,250 
20,605,531 
3,942,596 
15,960,430 
9,139,035 
7,165,491 


41,643,918 
240,016 
20,565,885 
2,324,634 
13,320,216 
6,600,546 
7,662,929 


1,271,149 


2,264,709 
382,288 
1,359,436 
684,556 
533,807 


188,744 
31,747 


2,055,164 
1,648,939 


2,571,500 


8,684 3,625,530 
— 36,792 


3,082,087 


6,253,957 
5,619,125 


51,119,428 
45,544,573 
154,860 1,597,652 
10,275,627 75,142,722 
_ 765,173 
845,872 5,688,840 


50,468,726 
44,548,240 
1,467,154 
68,112,483 
715,062 
5,401,539 
$50,882,085 


$442,940,884  $402,836,885 
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U.S. STEEL HOUR 


PRODUGED BY THE THEATRE GUILD, 
BROADWAY’S FOREMOST PRODUCERS 


CBS ... EVERY OTHER WEDNESDAY 
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Documentaries 





Audience response to 


locally created 


information programs 


builds in 1960 


I the welter of interminable criticism leveled 
at the so-called mediocrity and uninventive 
conformity of what television offers its audience, 
the medium’s detractors conveniently—or, to be 
charitable, inadvertently—seem to overlook one 
area of programming on which a few kind words 
might be lavished to leaven the blasts: the area 
of the documentary form of program. 


Whether because documentary shows gen- 
erally fall within the category of public-service 
programming and are therefore taken for 
granted by the pundits as a necessary obligation 
to the Federal Communications Commission if 
not to the public, or whether because most such 


shows are locally produced and shown only to a 
regional audience, little notice is accorded an 
aspect of programming that is definitely on the 
increase as a video art form. 

Network documentaries have, of course, 
achieved a measure of prominence due to the 
very fact of their nationwide exposure, but 
similar programs produced by local stations go 
relatively unmarked because they aren’t viewed 
beyond the area covered by the originating sta- 
tion. Despite this, local stations, audiences and, 
in some instances, advertisers in increasing num- 
bers are discovering the possibilities which the 
documentary offers, and the result has been some 
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A transportation problem is explored by wcss-Tv New York in Hell on Wheel 


Da Vinci's The Last Supper is recreated by woBJ-Tv Roanoke 


The Other Face of housing on WJxt Jacksonville 
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very fine, if unsung, examples of this 
type of programming on the local 
level, shows that have without excep- 
tion evoked enthusiastic viewer re- 
sponse. 


Typical Programs 


To spotlight this phase of inde- 
pendent-station endeavor, and on the 
assumption that many stations could 
adapt other outlets’ 
ideas and programs to their own com- 
munity needs, TELEVISION AGE has 
gathered the basic statistics on some 
of the better documentaries which 
have been done around the country. 
under 


documentary 


Confirming the assumption 
which the survey was made, shortly 
after its completion the Television 
Information Office announced the 
publication of a book, [nteraction, to 
provide an exchange of ideas that can 
assist stations in planning and pro- 
ducing local public-affairs programs 
via examples of such telecasts in 162 
cities throughout the nation. 

For purposes of the TV AGE survey, 
a documentary was defined as a 
public-service program, sponsored or 
sustaining and at least 30 minutes in 
length, which studies in depth any 
current, past or historical subject of 
local, regional, national or inter- 
national importance and interest, pro- 
duced live, on film or on video tape 
—or via a combination of techniques 
—wholly by a local station and pre- 
sented by it in one or more parts. 
A primary stipulation of the TV AGE 
questionnaire, in asking for details 
ona station’s single most outstanding 
documentary of the past year, was 
that the program had to be shown in 
Class A time for inclusion in the sur- 
vey. 

Not included in the definition of a 
documentary were newscasts, special 
or otherwise, on-camera debates, in- 
terviews or panel discussions on civic 
or political issues and other similar 
forms of public-service programming 
which require comparatively far less 
preparation and production than are 
necessary for a full-fledged documen- 
tary in the truest sense of the word. 

While this article cannot include 





all of the worthwhile documentaries 
telecast by some 530 tv stations dur- 
ing the past year, following, in alpha- 
betical order by city, are some notable 
examples of the extraordinarily wide 
range of subjects that have been 


treated in documentary 
representative 


United States. 


Emblematic of the type of docu- 
mentary designed with a specific, 
tangible result in mind was Swing 
Into Summer, produced by the pro- 
gram department of wast Albany, 
N. Y., and presented sustaining by the 
station last June 22 from 7:30 to 8:30 
p-m. The subject was the 20-year his- 
tory of Camp Thacher, Albany’s sum- 
mer camp for underprivileged boys, 
which was in danger of closing; the 
point of the program was to raise the 
needed funds to keep the camp open. 


form by 


stations around the 


Included in the hour show were 
several local dignitaries and a series 
of montages depicting Camp Thacher 
as it has progressed through the years, 
as well as specially filmed statements 
by Vice President Nixon, New York’s 
Governor Rockefeller and Albany’s 
Mayor Corning. How well the wast 
audience responded is indicated by 
the fact that more than double the 
money necessary to keep the camp 
operating was raised. 


Branch University 


New Horizons, aired by KcMT Alex- 
andria, Minn., from 9:30 to 10 p.m. 
on Sept. 12, was another station at- 
tempt to accomplish, via the docu- 
mentary route, an immediate, ma- 
terial purpose. The program told the 
story of the establishment of a new 
branch of the University of Minne- 
sota at Morris, located in a part of the 
state long devoid of any institution 
of higher learning. 

The new school was preparing for 
450 students, but with the start of the 
academic year rapidly approaching 
and the number of registrations static 
at less than 250, news value of the 
branch having ebbed since the first 
burst of publicity months before, 
KCMT was approached for help in in- 
creasing enrollment. Time and pro- 
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wBz-Tv Boston looks at Korea 10 years after the war 


duction costs for the film-and-live 
show were borne by the West Central 
Educational Development Association. 

“New Horizons was the first true 
documentary produced by KCMT,” 
says Russell J. Cox, the station’s pro- 


duction and promotion director. 
“Previous attempts in this general 
area of television production were 
limited to ad-lib, quasi-documentary 
coverage of parades and community 
celebrations. This was our first de- 
parture into a scripted show aimed at 
developing a definite reaction among 
our viewers.” 

In Project Saturn, telecast on April 
27 between 8 and 8:30 p.m., WAGA-TV 
Atlanta gave its audience a docu- 
mented insight into the construction 
of one of America’s most important 
space rockets. The program, filmed at 
the George Marshall Space Center in 
Huntsville, Ala., was presented by the 
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station because of the vital and timely 
nature of the subject, which it ap- 
proached from the layman’s point of 
view. 

The documentary, aired on a sus- 
taining basis, took four weeks. of 
preparation and two days of shooting 
on location, all of it under the aegis 
of Dale Clark, WAGA-Tv director of 
news and public affairs, who produced 
it with the approval and assistance of 
the U. S. Army and Space Adminis- 
tration. 

Target: Austin, Texas was written, 
produced and narrated by Cactus 
Pryor, program manager of KTBC-TV 
Austin, and filmed and directed by 
Gordon Wilkison of the station’s news 
staff. Its objective was to do some- 
thing positive to awaken the public to 
the need for bomb shelters as advo- 
cated by the Office of Civil and De- 


fense Mobilization (which subsequent- 








ly ordered prints of the film for its 
own use). 

To dramatize the situation by 
“bringing it home,” Target depicted 
Austin’s reaction to an atomic bomb 
burst 25 miles outside the city and to 
the resultant fall-out. Familiar scenes 
and people were used in the drama, 
which showed that protection. from 
nuclear warfare is possible if proper 
precautions are taken in time. The 
show was presented sustaining by 
KTBC-TV as the first of a series of docu- 
mentaries under the general title of 
Project 7. It was shown on Sept. 5 at 
10 p.m. 


The Wild Horses of Assateague 


In the early 16th century a Spanish 
galleon carrying a gift from the King 
of Spain to the Aztec Emperor of Mex- 
ico ran aground off the eastern shore 


of Maryland in Chesapeake Bay. The 


The Wild Ponies of Chincoteague are captured by a w3z-Tv Baltimore film crew 





Spanish mariners lost not only their 
way but their lives; nothing survived 
the shipwreck except the gift itself—a 
herd of horses, whose descendants are 
today the wild ponies of Assateague 
Island. 

This was the background for a wJz- 
TV Baltimore documentary on the an- 
nual Pony Penning Festival in the 
small Virginia community of Chinco- 
teague, held in late July and basically 
the same today as it was 300 years 
ago, when the island settlers found the 
herd so numerous that they began an- 
nual auctions of the surplus yearlings. 

WJz-TV staffers filmed the round-up 
of the ponies, the herd’s traditional 
swim across Assateague Bay to Chin- 
coteague, the auction and the return 
swim home of the permanent herd. 
Also shot on location was the attendant 
carnival celebration, plus assorted 
events, with the whole shown by wJz- 
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TV under the title of Wild Ponies of 
Chincoteague on Sept. 3 from 7:30 to 
8 p.m. 

On April 29 wsz-tv Boston sent a 
two-man news team to Korea to pre- 
pare a documentary on that tension- 
ridden country 10 years after the out- 
break of the Korean War on June 25, 
1950. The trip was made possible 
through the cooperation of the De- 
partment of Defense, which afforded 
transportation and living quarters for 
producer Phil Galligan and newsman 
Mel Bernstein. On June 24 the team’s 
filmed documentation of the military, 
political, economic and social changes 
which have taken place in Korea in 
the past decade was shown over WBZ- 
tv between 7:30 and 8:30 p.m. 

After viewing Assignment Korea— 
Bowl of Darkness, Norman T. Hatch, 
chief of the Defense Department's 
radio-tv newsfilm branch, wrote the 
station: “We thought you did a terrific 
job on this program. I detected a deli- 
cate human touch, which is an elusive 
item in this case-hardened world of 


ours.” Further tribute came from the 
U.S. Eighth Army, which requested 
prints of the documentary “to use in 
orientation of our troops on the west 
coast prior to their embarkation to 
Korea.” 

wcr-TV Buffalo prepared an analysis 
of a community problem which besets 
every city and pre-empted NBC-TV’s 
The Arthur Murray Party to show it 
on April 5 last spring from 9:30 to 10 
p-m. Titled Prescription For Danger, 
the half-hour dealt with crimes against 
small businesses and offered a number 
of theories for solution of the problem. 

The documentary opened with local 
actors enacting a drugstore assault and 
robbery; then, the case of the murder 
of a Buffalo drugstore owner was 
studied, with an over-all look at the 
city’s narcotics problem. The Buffalo 
Police Department Bureau of Crim- 
inal Identification furnished pictures 
taken after retailers had been as- 
saulted, the local chief of detectives 
and the executive director of the State 


(Continued on page 75) 


It pays to advertise 


Documentary shows produced by local stations during 1960 


Following is a list of the most out- 
standing documentaries produced 
during the past year by television 
stations participating in the TV AGE 
survey of this area of programming. 
Included in the listing are documen- 
tary titles, capsule descriptions of the 
programs, dates and times oj presen- 
tation, and sponsorship, if any. 


Albany, N. Y.: 

wast: Swing Into Summer; history of 20- 
year-old summer camp for underprivi- 
leged boys, in danger of closing for lack 
of funds; June 22, 1960; 7:30-8:30 pm.; 
sustaining. 


Alexandria, Minn.: 


xcmT: New Horizons; etablishment of a 
new branch of the University of Minne- 
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sota; Sept. 12, 1960; 9:30-10 p.m.; sus- 
taining. 


Amarillo: 

KFDA-TV: The SAC Report; purpose and 
operation of the Strategic Air Command, 
aired to coincide with the arrival of a 
tenant SAC wing at Amarillo Air Force 
Base; Class AA time; Wagner's Jewelers 
of Amarillo. 


Asheville, N. C.: . 

WLos-Tv: Topic: Alcoholics Anonymous; 
study of actual AA meetings, with four 
case histories touched on; first shown 
on a Sunday afternoon, repeat airing in 
Class AA time; sustaining. 


Atlanta: 

waca-Tv: Project Saturn; construction of 
space rocket at George Marshall Space 
Center, Huntsville, Ala.; April 27, 1960: 
8-8:30 p.m.; sustaining. 


wiw-a: Salute to Independence; annual 
presentation of phase of U. S. Army his- 
tory via music and narration; July 4, 
1960; 1:30-2 p.m.; sustaining. 

wss-Tv: Desegregation: Charlotte; study of 
the peaceful and successful integration 
of Charlotte schools; Dec. 13, 1959, re- 
peated Jan. 13, 1960; 30 minutes; sus- 
taining. 


Austin: 

KTBC-TV: Target: Austin, Texas; dramatiza- 
tion of Austin’s reaction to nearby atomic 
bomb burst and resultant fall-out; Sept. 
5, 1960; 10 p.m.; sustaining. 


Baltimore: 

wBAL-tv: The Living Heart; video-taped 
delineation of open-heart surgery; Feb. 
19, 1960, reshown Feb. 28, 1960; 10-11 
p.m., 2:30-3:30 p.m.; sustaining. 

wjz-tv: Wild Ponies of Chincoteague; 


(Continued on page 79) 
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Desegregation: Charlotte on wss-tv Atlanta 


Rehabilitation is documented by wwJ-tv Detroit 





Promotion directors 
use varied techniques 
to bring station 


picture into focus 


ail he what I want is, Facts. 
Teach these boys and girls 
nothing but Facts. Facts alone are 
wanted in life. Plant nothing else, and 
root out everything else. You can only 
form the minds of reasoning animals 
upon Facts: nothing else will ever 
be of any service to them. This is 
the principle on which I bring up my 
own children, and this is the prin- 
ciple on which I bring up these chil- 
dren. Stick to Facts, Sir!” 

The scene is not the orderly, fact- 
filled office of an agency media-re- 
search director, nor is the speaker 
addressing a senior timebuyer. It is 
from Dickens’ Hard Times, 
Mr. Gradgrind lectures the school- 
teacher M’Choakumchild on the care 
and feeding of young minds. “In 
this life,” he says, “we want nothing 
but Facts, Sir; nothing but Facts!” 

The values of Mr. Graderind’s 
model school have been transplanted 
to some degree to Madison Avenue, 


where 


where, at least in the science of media 
buying, there is nothing like a fact. 
Faced with this Dickensian world of 
fact-hungry buyers, stations have sold 
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themselves with data—cost-per-thou- 
sand, coverage, market information, 
audience composition. The need to 
reach buyers with this basic informa- 
tion has, if anything, increased, while 
at the same time a new factor— 
“image’’—has assumed increasing im- 
portance in the buying picture. 


Reaching Buyers 


How does a station reach buyers 
with this information, and how does 
it project an image, which is, after 
all, more a face than a fact, more 
stance than size, more reflection than 
reach? TELEVISION AGE has asked the 
opinions of promotion men and sales- 
men at some of the leading station- 
representative concerns and _ station 
groups in an attempt to supply a gen- 
eral answer to this and other related 
questions. 

Assuming all things are equal in a 
given market, would a buyer respond 
to the image a station has created 
in its community, and, through sales 
promotion, in his mind? To what 
extent, even: when the factual data 
are not quite equal (for they seldom 


are), does an order hang on goodwill 
—on the conscious or unconscious re- 
sponse to a familiar and respected 
set of call letters? 

These questions are difficult to 
answer, most promotion men _ note, 
even for timebuyers. However, most 
of them agree that the job of trans- 
mitting a station’s story to the point 
of sale through various techniques 
has become more and more essential, 
and that “image” plays an important 
but largely unmeasurable role in the 
total sales effort. 

Says David Partridge, director of 
promotion, Westinghouse Broadcast- 
ing Co.: “There’s no question but 
that timebuyers: are more concerned 
with image today—if all things are 
equal, the image of a sound opera- 
tion will always get the nod, and will 
get it over a station with as good or 
better availabilities.” 

Joseph Cook, director of promo- 
tion, H-R Television, Inc., says that 
“all the emphasis today is on image 
— it’s all we hear about. Stations are 
so cognizant of the role they play in 
their respective communities and of 
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Tv’s image 


4 


Blakemore 


the image that is reflected back on the 
agency level that it’s become extreme- 
ly important, and it is now important 
to buyers. I can think of some cases 
where a strong image overcame a 
slight deficiency in  ratings—I’m 
thinking of a 21.4 as opposed to an 
18.6—in determining buys. If any- 
thing, it’s grown in importance. After 
all, despite the emphasis on numbers, 
there is still an emotional overtone 
to buying and to advertising.” 

Dan Denenholz, director of | re- 
search and promotion, the Katz 
Agency, is more cautious in finding 
a trend in buying. “Image is part of 
the over-ali sales story, something 
we're doing all the time,” he explains. 
But the buyers’ needs, he feels, have 
not changed that much: they still 
center around pertinent and up-to- 
date facts—and, beyond that, addi- 
tional data which are helpful in the 
task of making a decision. 

John J. (Chick) Kelly, advertising 
and sales promotion director of 
Storer Broadcasting Co., thinks that 
more people are beginning to realize 
that “we're selling more than num- 


Partridge Kearney 


bers, which in any case are not neces- 
sarily reflective of a good quality 
buy. We're getting away from this 
somewhat, but cost-per-thousand must 
be comparable. Any quality operation 
will in the long run pay off—the 
buyer gets burned a few times with 
triple—or quadruple—spotting and 
then he begins to get suspicious. At 
the same time, he grows more and 
more appreciative of an image-con- 
scious quality operation.” 


Quality Image 


This picture of a quality operation 
must be pitched to timebuyers, says 
Robert Hutton, vice president, pro- 
motion director, Edward Petry & Co. 
“We always implement cost-per-thou- 
sand and ratings data with more in- 
tangible material such as the calibre 
and prestige of local talent and the 
community standing of the stations. 
We stress the activities of people who 
run the station along with coverage.” 

As the three networks tend to 
equalize and as a three-way split be- 
comes more general in many markets. 
says Don Kearney, director of sales. 


Denenholz 


Corinthian Broadcasting Corp., crea- 
tive salesmanship becomes crucial. 
“Of course buyers today are inter- 
ested in image. I'd say better than 
50 per cent of the responsible buyers 
of time are now responsive to an 
amplification of the bare facts, and 
this percentage will increase.” 

The standing of a station in a com- 
munity must affect the buyer, says 
Lon King, head of tv promotion and 
research, Peters, Griffin, Woodward. 
Inc. “But the buyer isn’t always aware 
of the image—he doesn’t think of it as 
an image but as something that has 
been reflected over the years in mar- 
ket rankings, something that’s bound 
to come from such things as good, 
localized news coverage.” 

Says Thomas Means, director of ad- 
vertising and sales promotion, CBS 
Television Stations Division: “We 
can’t measure it, we can’t prove it, 
but we obviously feel that image is 
terribly important. Everything we do 
—on the air, with direct mail, in our 
trade advertising and even in our 
correspondence—reflects this. It goes 

(Continued on page 48) 
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PROTECTION 


Today's Listerine theme . . . 





. and the theme of 30 years ago 
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n his first column of a new series 
| of articles not pertaining exclu- 
sively to television, former tv critic 
John Crosby wrote rapturously of the 
fragrances and pungent odors to be 
found in other lands. America, he 
protested, has been deodorized—rob- 
bed of the scent of new-mown hay, 
the smell of burning leaves and the 
tang in the air that comes from 
breweries and bakeries. 

“The villain, I strongly suspect,” 
opined Mr. Crosby, “is Mr. Milton 
Feasley, who warned that even our 
best friend wouldn’t tell us and ad- 
vised us to use Listerine.” 


While the late Mr. Feasley might 
object strenuously to the Crosby 
theme that his efforts to sell Listerine 
had anything to do with a general 
blandness of America’s over-all scent, 
he would not deny the impact the 
product made upon “bad” or “offen- 
sive” odors. The sales figures testify 
to both the merits of the product and 
the advertising behind it: in 1959 
Listerine accounted for 60 per cent 
of the sales in the over-$60-million 
oral-antiseptic market. 

And, since 1925, more than $72 
million has been spent on promoting 
Listerine to the public—with virtually 
all of the expenditures channeled 
through Lambert & Feasley, Inc. 

Highly important in today’s adver- 
tising picture is the fact that some 70 
per cent of the current Listerine 
budget goes into television, and about 
one-half the total Lambert & Feasley 





Many-sided agency 


Lambert & Feasley’s accounts include 


industrials, cosmetics, package goods, food 


—all on television 


yearly billing figure of slightly more 
than $20 million goes into the visual 
medium. Video, the agency evidently 
has found, is a flexible method of sell- 
ing antiseptic, gasoline and fertilizer 
for Phillips Petroleum Co., cosmetics 
for Richard Hudnut (with its Du- 
Barry and Sportsman lines), Fizzies 
soft-drink tablets, perfumes, tooth- 
brushes and toothpaste. 


Listerine Agency 

The Lambert & Feasley history is 
closely interwoven with that of Lis- 
terine, a product formulated in 1879 
by Dr. Joseph H. Lawrence in St. 
Louis, Mo. Sold only to the medical 
profession originally, the antiseptic 
utilized the name of Lord Lister, who 
first discovered the lethal effect of 
carbolic acid on germs. Ownership: 
of the product was transferred in 
1881 to Jordan W. Lambert. The new 
manufacturer designed a package that 
remains virtually unchanged today 
and decided in the early 1920s to pro- 
mote the liquid actively as a general 
antiseptic, a dandruff cure and a 
remedy for colds and bad breath. 

In conjunction with advertising 
writer Milton Feasley, Gerard Lam- 
bert (J. W. Lambert’s son) organ- 
ized the Lambert & Feasley agency. 
“For many years,” notes William 
Hillenbrand, L&F executive vice presi- 
dent, “the agency’s growth paral- 
leled that of the original accounts. 
Recently, however, a more aggressive 
course of action was undertaken. In 
the past few months alone three new 





accounts—Photostat Corp., the inter- 
national division of Sloan’s liniment 
and Commodex, an importer of wear- 
ing apparel—were acquired. About 
40 per cent of our total billings are 
now unaffiliated.” 

The Lambert & Feasley record of 
holding accounts is one to be envied 
in an age of frequent product moves. 
As have many of the Warner-Lambert 
brand names, the Phillips Petroleum 
account has been in the agency for 





WM. HILLENBRAND, 


executive v.p. 


more than 20 years. Still the agency 
has shown an ability to put across a 
new product—such as the recently in- 
troduced Fizzies—with ease—and 
with the successful employment of 
tv kid-shows. 

It was the use, however, of print 
in a series of historical campaigns 
for Listerine that enabled the agency 
to reach a point where it could spend 
$10 million of its clients’ budgets in 
tv. Gordon Seagrove was the copy- 
writer who wrote the famed lines 
about “halitosis,” “often a _brides- 
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Media director Bill Hinman (behind desk), confers with timebuyers (I. to r.) Bill Millar, Frank Sweeney, Jim Watterson 


maid but never a bride” and “even 
your best friend won’t tell you.” 

Gerald Blake, account supervisor on 
Listerine at Lambert & Feasley to- 
day, points out that the basic themes 
laid down by Messrs. Feasley and 
Seagrove 30 years ago are still usable. 
“When toothpastes swung to an adver- 
tised position of preventing bad 
breath, Listerine successfully met the 
competition by being sold as a rem- 
edy.” How successful was the product 
strategy can be best illustrated by the 
fact that sales rose from a reported 
$2 million in 1920 to $40 million in 
1960. 

In its recent tv history Listerine 
has experimented with a variety of 
ways to use the medium. In the sum- 
mer of 1955 the product dropped its 
network sponsorship of Ozzie and 
Harriet to go heavily into spot. That 
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fall found Listerine using a format 


rarely seen in today’s picture of sta- 
tion schedules crowded with hour- 
long shows, half-hour syndicated pro- 
grams and quarter-hour features. The 
Les Paul and Mary Ford Show was a 
five-minute “entertainment” program 
stripped Monday through Friday in 
over 50 markets. After backing the 
show for more than a year, the Lam- 
bert Pharmacal Co. became a division 
of Warner-Lambert, and _ Listerine 
moved back into network sponsorship 
with a two-year buy of Restless Gun. 
In the winter of 1958 the antiseptic 
again turned to spot, using schedules 
in 75 markets. 


Spot Used in Winter 


“Spot is highly important during 
the cold-weather periods,” says tv di- 


rector Bill Wylie, “when the accent 
is on using Listerine as a gargle to 
combat cold germs. During the fourth 
quarter of this year, we'll spend about 
$800,000 in spot alone.” Network, 
however, is a primary part of current 
Listerine and L&F thinking. 

“We're using an alternate-week spon- 
sorship on the Loretta Young pro- 
gram as well as participations in The 
Outlaws, Dan Raven and Michael 
Shayne,” Mr. Wylie notes. “To pro- 
mote Listerine as a breath-purifier, 
a program such as the Young show is 
a great asset. It lends an image of 
beauty and daintiness few shows can 
match. To sell the product as a colds- 
preventive, the participation shows 
enable us to go for reach, for the 
maximum audience at the lowest cost. 
In this case, our objectives are the 


same as those of most cigarette, 
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Storyboard check unites tv producer Don Daigh, asst. dir. Steve Otis, assoc. dir. John Robinson, dept. head Bill Wylie 


aspirin or other mass-audience ad- 
vertisers.”” 

One additional audience Listerine 
will aim for early next year is the 
teen-age set, to be reached via an 
American Bandstand schedule. 

All network purchases are handled 
by the agency’s tv-radio department 
under Mr. Wylie’s direction. In keep- 
ing with the over-all L&F depart- 
mentalized set-up, under which each 


account has its own “agency work- 
ing for it, three tv account supervisors 
work beneath Mr. Wylie and assistant 
director John Robinson. One super- 
visor is assigned permanently to Lis- 
terine and Fizzies soft-drink tablets. 
another is on the Phillips account. 
and the third handles the Hudnut- 
DuBarry and Sportsman, lines. 

The media department, which 
schedules all spot buys, is similarly 


organized beneath media director 
William Hinman, who joined the 
agency in 1952 as a timebuyer after 
serving as a buyer at Kenyon & Eck- 
hardt, Inc. Three associate media 
directors “specialize” on various ac- 
counts: Jack Dunford handles Lis- 
terine, Fizzies and Pro toothbrushes, 
with the cooperation of two time- 
buyers; Sam Leddy works on Hudnut- 
DuBarry-Sportsman and the Photo- 
stat account, while William Millar and 
a print buyer serve Phillips. 


All Contribute Ideas 


Both the tv account supervisors 
and the associate media directors 
work with the account group of writ- 
ers and artists on each product. 
“Creativity in depth” is achieved by 
the freedom of tv and media person- 


nel to contribute ideas and sug- 
gestions on almost any phase of a 
campaign. 

Primary duties of the video account 
men, of course, include the prepara- 
tion of estimates and the actual pro- 
duction of commercials. A total of 
13-15 people in the tv department, in- 
cluding a west-coast sub-agent who 
supervises the integration of films 
into network programs and sets up 
pre-production work, aids in these 
jobs. 

Bill Wylie, unlike a number of 
production heads elsewhere, is a firm 
believer in the bid system, but sen- 
sibly notes that a low bid does not 
necessarily mean a producer will get 
an assignment. “You can always get 
a lower price,” he says. “but you have 
to be sure the low bidder can pro- 


(Continued on page 52) 
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Crinoline-clad lassies welcome the station’s guests 
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n much the same way as you can 

lead a horse to water you can lead 

an ad-agency executive to a party, but 

whether or not he enjoys it enough to 

accept another invitation is strictly up 
to the host. 

The time has long since gone when 
gobs of canapes and a full glass spell 
contentment for the guest. Today he 
wants atmosphere with his beverage, 
and woe betide the reputation of the 
station that fails to put its creative 
skills to the test on such an occasion. 

An effective promotion manager 
can use such an affair to woo the 
guests on the excitement surrounding 
the station; an ineffective one can 
just as readily convince the same 
guests that his station exists merely 
by going through the motions. 

A realistic management pair who 
leave no stone unturned in order to 
convey their station’s message to the 
proper people are Jerome R. (Tad) 
Reeves, general manager, and David 
N. Lewis, promotion manager of 
KDKA-TV Pittsburgh, who have been 
repeatedly defied by ad-agency guests 
to “top this.” 

In fact, their major problem has 
never been lack of attendance, but 
rather how to express polite rejec- 
tions to the hundreds of additional 
“friends” who attempt to add their 
names to the guest list whenever they 


hear of a KDKA-TV affair. 

A never-to-be-forgotten moment in 
the lives of local admen was the lavish 
“Victor Herbert Party,” presented in 
1959 to launch the Paramount movie 
library, and requiring the taking over 
of an entire district (where Victor 
Herbert once lived) as well as the 
neighborhood theatre. The 50 shop- 
keepers cooperated in the moving back 
of time to the early 1900s with bright 
store-front effects and early period 
costumes. 


Theatre Reserved 


The brilliant decor, which included 
footmen with flaming torches and 
antiquated bartenders (the taverns 
were closed to normal traffic for the 
occasion), brought back many mem- 
ories of the party held two years pre- 
viously for the introduction of the 
Warner Bros. library. 

This epic event was staged in the 
Pittsburgh Playhouse, where the en- 
tire theatre was reserved for the pri- 
vate showing of Casablanca, while 
the decor of the huge ballroom and 
the menu which followed conveyed 
the mood established by the picture. 

Pittsburgh’s three rivers set the 
stage for 1958's memorable event. 
which called for the revival of the 
romantic Mississippi River boat. 

Commissioned from Cincinnati, the 


Station parties 


KDKA-TV executives set high mark 


for ingenuity and imagination 


in planning promotions 


Mr. Reeves 


huge vessel was completely refur- 
bished to the theme of the colorful 
south, even to the addition of a cal- 
liope. Civil War soldiers complete 
with muskets and cannons and crino- 
lin-clad lassies passing out string bow 
ties and false mustaches greeted the 
guests as they climbed aboard to 
sample the mint julips and peer at 
the “authentic” Wells Fargo “wanted” 
posters displaying the outlawish faces 
of prominent advertising executives 
deftly touched up by an artist’s brush. 
Card sharps, fortune tellers and gay 
musicians provided additional atmos- 
phere as the boat paddled its way up 
the Allegheny, and while sales pres- 
entations were strictly taboo, guests 
on the top deck could hardly ignore 
the huge banners hanging from the 
many bridges which bade them “bon 
voyage” and liberally extolled the vir- 
tues of KDKA-Tv and its advertisers. 
Refusing to quit while ahead, Mr. 
Lewis recently defied his admiring 
but somewhat dubious critics by 
molding his fourth consecutive mas- 
terpiece, a recreation of the famed 
Montmarte section of Paris. 
Killing two birds with one stone, 
Mr. Lewis reserved in its entirety and 
one week before its formal opening 
the Le Mont night spot, Pitisburgh’s 
newest and most talked-about tourist 
(Continued on page 49) 
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Retailers try tv 
National Retail 


Merchants Association survey 


shows members using medium 


ore and more retail stores are 

finding television is a helpful 
and important part of their advertis- 
ing programs. 

In a survey just completed by the 
National Retail Merchants Associa- 
tion it was found that the number of 
stores using television has shown a 
steady increase in the 10-year period 
since 1950. While some of the stores 
were in and out of the medium— 
some discontinuing its use tempo- 
rarily, and others starting tv adver- 
tising—60 per cent of the 235 stores 
answering the questionnaire had used 
television. 


Largest Number 


Last year 94 of these stores were 
using tv regularly, ly far the largest 
number in any single year. In 1955 
only 55 used television, and in 1950 
only 23 were in the medium to any 
extent. But, with use, retailers are 
learning more and more how to get 
the best results from tv. 

“We find that item advertising is 
productive,” commented one mer- 
chant. “For instance, last Christmas 
we advertised and showed a different 
toy every day. We found this was 
very good.” 

“We find tv particularly productive 
when we introduce a new line or a 
new product,” commented another, 
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is increasing 


kid’s shows 
11% 


programs most popular with stores 


who has been using television con- 
tinuously since 1958. 

One of the most important lessons 
he has learned about television ad- 
vertising, one NRMA member said, 
is to “try to pick a good item that 
will sell now” rather than select a 
special for which there is little de- 
mand, “Television is most effective 
when we choose from best-selling 
items on the floor or from items with 
a strong potential,” comments an- 
other retailer who has been using 
television continuously since 1949. 

Of the stores which had used tv in 
the past 10 years, two out of three 
report they are now in the medium. 
Among those not using tv at present 
most, some 53 per cent, feel they can- 
not use it because they are not located 
in a primary tv market. Another 
group, 36 per cent, had no plans to 
use tv, while a smaller group, 11 per 
cent, is planning to get back into the 
medium. 


In and Out 
It was pointed out by NRMA that 


there is considerable coming and 
going in the use of tv by stores, but 
on the average, for every store that 
stops using tv, two others begin. 
Many of those that drop the medium 
plan to return to it later. Question- 
naires showed that in the period be- 


movies 


15% 


1950 and 1954 10 stores 
dropped tv while 25 began using it. 
In the period between 1955 and 1959 
27 stores dropped the medium, but 
53 added it to their advertising 


tween 


schedules. 
Range is Wide 


On a percentage basis there was a 
wide range of difference in amount 
spent for television. Of the 79 stores 
whose reports indicated their tv bud- 
gets, the average store spent about 
10.5 per cent of the total advertising 
budget in tv. Broken 
showed that 44 per cent of the stores 


down, this 


spent from one to five per cent in the 
medium; 29 per cent from six to 10 
per cent; 19 per cent spent from 11 
to 20 per cent, and eight per cent 
spent more than 20 per cent. 

Some 72 of the stores using tv said 
they had used saturation campaigns. 
When asked the kinds of commer- 
cials, purpose, time, etc., 49 per cent 
of those answering said they used 
10 seconds, 29 per cent 20’s, 11 per 
cent 30’s and 50 per cent minutes. 
(Percentages total more than 100 be- 
cause many stores used more than 
Asked 
about form of commercial, 61 per 
cent responded with live, 32 per cent 
film, 72 per cent slide and 17 per 


one type of commercial.) 


cent tape, 








As to purpose, 90 per cent of the 
saturation campaigns were for an Better Propaganda Films on Foreign Tv 
event such as a sale, store opening 
or similar special; 56 per cent used 
tv for items; 28 per cent for depart- 
ments, and 51 per cent for institu- 
tional campaigns. Some 44 per cent 
of the saturation drives were in 
morning time, 69 per cent in after- 
noon, 86 per cent in early evening 


The important part television can play in carrying the American 
philosophies around the world and the ways America is missing its op- 
portunities in this field are pointed up by A. Vance Hallack, president of 
Hallack Tv, Beirut, Lebanon, in commenting on the August 8th Pub- 
lisher’s Letter in TV AGE. 

The editorial letter said in part: “ . . . It is evident that television as 
it grows can become an important force of international accord and 
: f information on people to people. It can be an important force for 
and 51 per cent in late night. democracy. Both the British and the Freneh Information Offices have 

Most Use One Outlet been very active in distributing tv films to television stations throughout 
the world. The U. S. Government has been lax in this kind of effort. This 

Most of the stores, 56 per conf, 7e- could be an extremely worthwhile project for the NAB Freedom for 
ported they used only one station for Information Committee on an international basis.” 


their saturation campaigns; 27 per Mr. Hallack adds his belief that “it is not only the laxity of the U. S. 
cent reported using two stations; 16 


per cent three, and one per cent four. 

It was noted that retailers are apt 
to bring to television the same phi- 
losophies they use in other media. 
Stores using heavy print promotion 
of specials are inclined to use special 
offers almost exclusively in their tele- 


Government in film distribution, it is the inappropriateness of much of 
the material both in content and in language. There is a general lack of 
personal affinity and warmth in most of our propaganda film. The Iron 
Curtain countries use, most effectively, the affinity of entertainment and 
then slide in their propaganda. The cold, mechanical impressions of 
some of our enormous steel mills cannot create the emotional or 
psychological reaction in entertainment and propaganda value of, for 
instance, the Czech puppets or the Bulgarian folk dances. As an Ameri- 


vision promotions. Merchants stress- can overseas, I have experienced many examples of this in my five years 


stores ae Settee d - A 

we ing institutional-type advertising use out here as the ‘father’ of television in this area. 

1 1959 similar campaigns when they go into “I believe, as you do,” Mr. Hallack continues, “that private industry as 

o. television. exemplified by NAB and the Freedom for Information Committee might 
> 


Programs were used by 44 per 
cent of the stores which had used 
television. Of these, 61 per cent are 
participating program sponsors, 23 


well take a very active role in building the American image overseas 
an image based on individual freedom and self-respect rather than the 
image of ‘money bags’ that is all too prevalent at the present time. We 
don’t seem to be getting down to the people. 


per cont Ge both full sponsors and “The USIS boys in the field are doing a good job with the material 
participating sponsors, and 16 per 


cent are full sponsors. 

Local personality and news shows 
were most popular among store ad- 
vertisers. Percentages were 37 per 
cent local personality, 19 per cent 
news, 15 per cent movies, 1] per cent 
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that they have. Our ‘live’ cultural programming, i.e., Louis Armstrong, 
the New York Philharmonic and the San Francisco Ballet, etc., have all 
been most effective though too infrequent; but our ‘film’ programming, 
which hits the people (or should) day after day, is still in the horse-and- 
buggy age. 
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v bud- 
about 
rtising 
_ the “The convincing of the policy makers in Washington that television is 
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not a luxury out here but is fast becoming a powerful overseas weapon, 


stores . : ° 
in the children’s shows, ee. Pe oe and the professional salesmanship of the private broadcasters are but two 
to 10 weather and nine per cent fashion of the areas where, I believe, the NAB and its Freedom for Information 


shows. About half the stores used 
programs once a week, and 42.5 per 


cent used more than one show a : : . 
week, the remaining falling in the 274 10 minutes 10.4. 7 ae 


on = Committee might be most effective.” 
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less-than-weekly category. Daily and Some 44 per cent of stores found Ty Guide Round-up, by the editors 
five-times-a-week advertisers made up tv equally effective for item or in- of Tv Guide. Holt, Rinehart & Wins- 
12.5 per cent each of the more-than- __ stitutional selling, while 32 per cent ton, New York. $2.95. 
weekly advertisers, while another 10 _found institutional most effective. Of For an insight into television in 
per cent use tv three times a week _ stores preferring item selling, 88 per —_ 1960 one could hardly do better than 
and 7.5 per cent twice weekly. cent used only one item per com- read this round-up of articles, bits 
mercial. and pieces which have appeared from 
Half Hour Programs The range of item selling covered __time to time in Tv Guide. Divided 


han Th: ; : 4 . . : , 
pe 4 [hirty minutes is the most popular _ nearly every piece of merchandise into topical sections, the book con- 
a 7 program length, with 38 per cent of for sale in the store, but those most siders “The State of Television,” 
a stores preferring it. Other percent- mentioned were women’s sportswear, “Top Shows and Stars,” some special 
er cen 


ages were five minutes 10,4, seven power mowers, men’s shirts and ap- _ recipes, a few Tv Guide editorials 
minutes 3.4, five to 10 minutes 3.4 _pliances. and many other miscellaneous but al- 


17 per 
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ANNOUNCING 


The seventh annual series of informational luncheon-meetings a LD 
for advertising and broadcast 

executives seeking specialized 

news, views and data on current 

time buying and selling A 





procedures. 

You are cordially invited to 
attend all 15 of these 
meetings held in the 


Hawaiian Room of the presented by the 
Hotel Lexington RADIO AND TELEVISION EXECUTIVES SOCIETY, INC. 


(every Tuesday, 12 noon to 2 pm, November 15 through March 21). 


Some of the issues forthcoming: “How trade paper advertising helps us.” 
“Quality or Quantity in network TV—can you have both?” “Copy as media.” 
“Public service programs can pay off ...in cash.” “Local radio in the 60's.” 
Some of those who will discuss the issues: ART DURAM, ROD ERICKSON, 
WREDE PETERSMEYER, BUCKY BUCHANAN, BILL QUARTON, 
GEORGE SKINNER, WELLS BARNETT, FRANK MAYANS. 


Register now by calling PLaza 8-2450 or fill in and mail the coupon below. 





RTES — 515 MADISON AVENUE — 
NEW YORK 22 


Please register me for the Time Buying 
and Selling Seminar. 


Name 


Address 








Company 
I enclose a check for $10. 
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Film Report 


A AAS RR 


CRIME AND LANGUISHMENT 

The west coast is undergoing a 
purgative experience of sorts. Crime, 
violence, stagnation and other evils 
everyone is against not only came 
under fire as they relate to tv during 
the FCC hearings in Los Angeles, 
they were also denounced in San 
Francisco at a meeting of the National 
Association of Educational Broad- 
casters. And so was the television code 
of the National Association of Broad- 
casters. 

In a scathing attack, former NBC 
president Sylvester “Pat” Weaver 
said that tv today is “inexcusable and 
idiotic,” and that network manage- 
ment is principally responsible for 
the state of things. Writer-producer 
Rod Serling asserted that both cour- 
age and quality are lacking; and that 
whereas networks and agencies have 
a serious problem in programming 
towards the common denominator, 
some means must be found to satisfy 
the needs of a large minority audi- 


ence’s craving for more stimulating 
and adult fare. 

FCC commissioner James D. Cun- 
ningham scored the number of tele- 
vision programs in which violence is 
involved, and questioned whether the 
NAB code is adequate. Frank J. 
Morris, assistant director of the TV 
Code Affairs’ Review Board, admitted 
that of some 300 programs he had 
dealt with approximately 75 per cent 
involved physical conflict. Charles 
Tower, NAB vice president for tele- 
vision, said that he believed it was up 
to parents to exercise control over 
their children in regard to programs 
in which violence is involved, and 
that such programming is on the air 
because there is strong demand for it. 
And FCC commissioner Robert E. Lee 
asserted that television, in its stand- 
ard of morality, has borrowed too 
much from the motion-picture indus- 
try, and that a re-evaluation is neces- 





FILM SUCCESS 


alifornia National Productions’ 

Pony Express, which documents 

the most arduous mail run in Ameri- 

can history—the 2,000-mile horseback 

relay from St. Joseph, Mo., to Sacra- 

mento, Calif.,—is a factor in the U.S. 
mails today. 

Audiences like the show, and they 
use our horseless postal system to ex- 
press their feelings. Most recent ex- 
ample of this comes from the five- 
station Buffalo-Toronto market, where 
O’Keefe’s Brewing Co. sponsors the 
series over WKBW-TV Buffalo. The 
sponsor reports that it has received 
more viewer response to Pony Express 
—in volume fan mail and requests 
for photos of stars—than from any 
other film series it has sponsored in 
the area. And although the series is 
based on a period in U.S. history, re- 
sponse from Toronto is also very 
heavy. 

Telecast by wkBw-Tv on Fridays, 
10:30-11 the program has 
served as an effective sales vehicle for 
the sponsor. Since its premiere this 
year Pony Express has led in its time 


p.m., 


O’Keefe’s Brewing Co. 


slot—and against network competi- 
tion. As an example, a recent Nielsen 
gave it a 29.9 rating, for a 50-per-cent 
share of audience, in the five-station 
market. American Research Bureau 
recently awarded it an 18.7 rating, 
for a 37-per-cent share of audience. 

Grant Sullivan stars in Pony Ex- 
press as Bret Clark, whose adventures 
revolve around hostile Indians and 
outlaws of the west of a century ago. 
The CNP series has been sold in more 
than 150 markets. 


MORE NEW CARTOONS 

Hanna-Barbera Productions has 
concluded an agreement for produc- 
tion of two new animated series to 
be syndicated by Screen Gems. One 
will feature Lippy the Lion and Hardy 
Har Har and the other Hairbrain 
Hare and Dum Dum. Each series will 
consist of 50 or more five-minute 
segments. According to Messrs. Hanna 
and Barbera, a new sound stage, at an 
estimated cost of $750,000, will be 
built to accommodate the expanded 
schedule, as soon as a suitable site 
can be found. 


NEW DISTRIBUTION FIRM 

A new television distribution com- 
pany, Major Programs, Inc., has been 
established by Hardie Frieberg. Mr. 
Frieberg, who is president of MPI, 
has completed an agreement with 
Sceptre Productions of Hollywood 
for the distribution of 104 five-minute 
episodes of Believe It or Not, based 
on Ripley’s newspaper feature. 

Three account executives have been 
named to the MPI sales staff. Thev 
are Owen Duffy, who will cover the 
northeast; Ed Simmel, who is re- 
sponsible for the far west, and Bruce 
Collier, who covers Texas and Okla- 
homa. MPI’s main offices are located 
at 136 E. 57th St. in New York City. 
Mr. Frieberg, who resigned recently 
as vice president and general manager 
of Bernard L. Schubert, Inc., to or- 
ganize his firm, has been in television 
film distribution from its beginnings: 
with Ziv Tv, as vice president for 
eastern sales of TPA, and as vice 
president and general sales manager 
for Independent Television Corp. 


SALES... 

Ziv-UA’s Miami Undercover, just 
placed on the market-by-market route, 
has been sold in 21 markets. Initial 
deals include Household 
Finance Co. and Burger beer for 
wesns-Tv Columbus, and Texas State 
Optical Co. for KpRc-Tv Houston. Sta- 
tions which have bought the Lee 
Bowman-Rocky Graziano private-eye 
series include KaBc-Tv Los Angeles 
and WLBW-TV Miami . . . Ziv-UA is 


sponsor 
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Advertising Directory of 


SELLING COMMERCIALS 





American Gas Association * Lennen & Newell, Inc. 


Firestone * Campbell-Ewald 


MATIONAL SCREEN SERVICE CORP., New York 





KS, 


LARS CALONIUS PRODUCTIONS INC., New York 


Gallo Wine * BBDO 


CONSUL FILMS, INC., Hollywood 





Carters Pills © Ted Bates 


FILMEX, INC., New York 


General Electric * The Maxon Agency 


KLAEGER FILM PRODUCTIONS, INC., New York 





Eagle Pencil Co. * Shaller-Rubin Co. 


WILBUR STREECH PRODUCTIONS, INC., New York 


Humble Oil * McCann-Erickson, Inc. 


SIGN OF 


yoyapy Motoring 


KEITZ & HERNDON, Dallas 
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off and running on a big campaign 
for the fourth year of Sea Hunt. A 
total of 43 markets has already been 
sold (sponsors include Standard Oil 
of California and Bristol-Myers), and 
the company has now come up with a 
55-market study of representative 
areas which gave Sea Hunt a 50.5- 
per-cent share of audience. 


Meanwhile, Ziv-UA’s Case of the 
Dangerous Robin, with an assist from 
Fels & Co., has been sold in 181 mar- 
kets. The soap-products manufacturer 
will sponsor the series on WBAL-TV 
Baltimore and on WXEX-TV Richmond. 
Additional new advertisers include 
Patte Oil Co. on wTMJ-TV Milwau- 
kee; American Coal and Supply Co. 
on WPTA Fort Wayne; Paul F. Bowser 
Insurance Agency on WSEE Erie, and 
Academy Surplus Sales and El Mata- 
moros (restaurant chain) on KTBC-TV 
Austin. 

Independent Television Corp. ex- 
pects to be well ahead of its 1959 fall 
selling period this year, says William 
P. Andrews, general sales manager of 
syndication. September sales presage 
the upsurge in business, he says. The 
leading sales vehicle for ITC in Sep- 
tember was the new anthology series, 
Best of the Post, which, by the end of 
the month, had been sold in an addi- 
tional 36 markets. Other ITC sales 
highlights in September: a renewal 
from Drake Bakeries for a three-mar- 
ket spread on Brave Stallion—wrix 
New York, wsBz-tv Boston and wPrRo- 
TV Providence; eight new station sales 
on Jeffs Collie; four renewals of 
Cannonball, and a host of station and 
local sponsor transactions for such 
series as Interpol Calling, Four Just 
Men, New York Confidential and 
Stage  § 

MCA TV has sold Dr. Hudson’s 
Secret Journal on a strip basis to an- 
other 10 stations. Latest station sales 
include the following: WALA-TV 
Mobile; wsw-tv Cleveland; wGAN- 
TV Portland; Kcmc-Ttv Texarkana; 
WPRO-TV Providence; wNcT Green- 
ville; wFMyY-TV Greensboro; KPHO-TV 
Phoenix; KsL-Tv Salt Lake City, and 
WDAF-TV Kansas City . . . Five more 
stations have signed for the Daily 
Telenews newsfilm service: KETC-TV 
St. Louis; KxtTv Sacramento, and 


WTVH-TV Peoria, as well as a new sta- 





nore 
daily 
C-TV 
and 
sta- 


tion in Ecuador and a new outlet in 
Caracas . . . Overseas, Producers 
Associates of Television has sold its 
new animated series, Rocky and His 
Friends, to TCN Sydney for telecast- 
ing throughout Australia. The c-n- 
tract provides for three years of the 
program, which is sponsored here by 


General Mills over ABC-TV. 


FEATURE SALES ... 

New, classic and foreign-made mo- 
tion pictures have been purchased by 
stations in recent weeks. An addi- 
tional 16 stations have purchased 
National Telefilm Associates’ “61 for 
61” post-48 package, to bring the 
market total to 31. Most recent pur- 
chasers of the NTA package include 
wraa-Tv Dallas; wksBw-tv Buffalo; 
WISH-TV Indianapolis; = WFLA-TV 
Tampa; WAPI-TV Birmingham; wTPA 
Harrisburg; KROD-TV E] Paso; WLWT 
Cincinnati, and WATE-TV Knoxville. 
At the same time, waBc-Tv New 
York acquired five film classics: 
Prisoner of Zenda, Little Women, 
Adventures of Tom Sawyer, Gulliver's 
Travels and Hoppity Goes to Town. 
Latter two films are fully animated 
features produced by Max Fleischer. 

Lopert Pictures Corp., through Bob 
Morin, general manager of the tv di- 
vision, has sold The Red Balloon as a 
television special. The award-winning 
feature was purchased for General 
Electric by BBDO, and will be pre- 
sented as a “spectacular” on G.E. 
Theatre over CBS-TV. . . . Flamingo 
Films’ “Festival Package” of 30 inter- 
national films has been purchased by 
WTAE Pittsburgh and wcax Burling- 
ton. 


PERSONNEL ... 

Jack Sobel has been appointed 
national sales manager of Screen 
Gems under John H. Mitchell, vice 
president in charge of sales. Mr. 
Sobel, who has been vice president 
and director of sales for GAC-TV, 
will devote his energies initially to- 
ward developing sales plans with Mr. 
Mitchell related to SG’s expansion 
into new program areas—live shows, 
new animated formats and new filmed 
programs to be shot on international 
locations. 

Jake Heim has been appointed di- 
rector of feature sales of Seven Arts 


Advertising Directory of 


SELLING COMMERCIALS 





Kaiser Alum. & Chem. Corp. * Young & Rubicam 


eee ve SS 


PLAYHOUSE PICTURES, Hollywood 


Pillsbury Co. © Leo Burnett Co., Inc. 


RAY PATIN PRODUCTIONS, Hollywood 





The Los Angeles Times * Donahue & Coe, 


is 


PANTOMIME PICTURES INC., Hollywood : 


z 


Rexall * BBDO 
en 


GOLA 
RAY FAVATA PRODUCTIONS, INC., New York 





Monarch Wine Co. © Grant Advertising 


WONDSEL, CARLISLE & DUNFHY, iNL., wew .0.K 


y-Krisp * Guild, Bascom & Bonfigli 


FILM FAIR, Hollywood 





New Orleans Kitchens * Cunningham & Walsh, Inc. 


KTTV TAPE PRODUCTIONS, Hollywood 





Snow Crop * KHCC&A 
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Socony-Mobil (Mobilgas) * Compton Advertising 











MPO VIDEOTRONICS, INC., New York 


The Toni Company © North Advertising, Inc. 
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Standard Oil « BBDO 
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AMERICAN TELEVISION ENTERPRISES, Hollywood 


FELIX THE CAT CREATIONS, New York 
















Texaco * Cunningham & Walsh 
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HFH PRODUCTIONS, INC., New Y 
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ork 


Twist—General Foods * Foote, Cone & Belding 








Thorexin Cough Medicine * North Advertising, Inc. 











ANIMATION, INC., Hollywood 








ELEKTRA FILM PRODUCTIONS, INC., New York 
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MR. HEIM 





Associated. In his new post Mr. Heim 
will be in charge of the eastern half 
of the United States, with Lester 
Tobias as director of special feature 





sales in the western half. Mr. Heim, 
after many years as a sales engineer, 
got into feature-film distribution in 
1957 when he joined United Artists 
Associated as an account executive. 
He remained there until October of 
this year. . . . Roslyn Karan has 
joined Trans-Lux Television Corp. as 
special coordinator of programming, 
promotion and merchandising on the 
Encyclopedia Brittanica film library. 
TCF-TV has completed a realign- 
ment of its executive force with the 
appointment of Roy Huggins, until 
recently a Warner Bros. producer, to 
the post of vice president in charge of 
tv production, succeeding Martin 
Manulis, who a short time ago moved 
from tv to theatrical production. 
Simultaneously, Irving Asher, who 
headed 20th’s tv operation at its in- 
ception and has continued in another 
executive capacity since the appoint- 
ment of Peter G. Levathes io the top 
post, has resigned to devote his time 
to a venture of his own. : 
Desilu, Inc., has signed a new five 
year contract with Cy Howard, exy 
ecutive producer of the Guestward 
Ho! and Harrigan and Son programs. 
Mr. Howard’s duties will include de 
velopment of new programs. 


PROGRAMS .. 

Production on pilots for next sea 
son’s programming has taken a sud- 
den upbeat with the following com- 
panies at work on future series: 

MGM-TV—Cajfe Bravo, adventure 
series by Robert Bassing, to be pro 
duced by Norman Felton; Father of 
the Bride, new pilot to be produced 
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in conjunction with General Mills. 

CBS-TV—a new comedy for Rob- 
ert (Father Knows Best) Young, to 
be produced by Eugene Rodney. 

Four Star TV—The Corrupters, an 
hour-long series based on actual 
crimes, to be filmed for ABC-TV; 
The Atoner, a western, being written 
by Arthur Dales. 

TCF-TV — The 
Show, situation comedy starring Miss 
Rogers, being created by Sidney 
Sheldon; Silent Investigators, de- 
veloped by Irving Asher; an hour- 
long circus series, to be produced by 
William Hawks and written by Frank 
Cavett, and Margie, comedy to be 
written by Hal Goodman and Larry 
Klein. 

Revue—I7 Battery Place, action 
series in which Ron Randell will por- 
tray an investigator for the Port of 
New York Authority, filming to take 
place both in New York and Holly- 
wood. 


Ginger Rogers 


Anso — Loom Up, action series 
dealing with a fire-company salvage 
squad. 


Man in the Middle, 
action show starring Robert Sterling. 

Producer Hal Hudson and package- 
producer Ralph Edwards have com- 


Screen Gems 


bined forces for the packaging and 
production of new tv film properties. 
It will mark Mr. Edwards’ first ven- 
ture into telefilms since the early days 
of tv. Mr. Hudson was previously with 


musifex co 


45 w. 45 st. n.y.c. 


background music 
musical commercials 


sound effects 


Four Star TV. 

Another company, Belmont Tele- 
vision, has been established by Danny 
Kaye and his wife, Sylvia Fine, to 
produce films for television. Mr. Kaye 
will not star in properties produced 
by this company, which will operate 
as a separate entity from Dena Pic- 
tures, producing company which he 
and his wife also own. Robert Forrest, 
west-coast director of program plan- 
ning for California National Produc- 
tions, has resigned that post to direct 
the new operation as vice president 
and executive producer. | 

John Barnwell, previously director 
and associate producer with Louis 
de Rochemont productions, has been 
appointed associate producer on the 
Screen Gems’ Naked City series. 


GUILDS ... 

Demands limiting theatrical and tv 
film production of American com- 
panies to the United States, a pension 
plan and royalty payments on post- 
1948 features released to television 
will be part of IATSE demands on 
major studios and the Alliance of TV 
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FULL SOUND FACILITIES 
RADIO SPOT RECORDING 
16-35 mm TRANSFERS AND DUBBING 


42922 


6233 Hollywood Blvd ° 





QUE RECORDING CO. HO 4-835] 


Hollywood 28 





Film Producers in negotiating a new 
contract. The present pact expires 
Jan. 31, 1961. In regard to royalty 
payments, IATSE has declared it will 
demand double the combined amounts 
received by the Actors’, Writers’, and 
Directors’ guilds. This declared de- 
mand, however, is not taken serious- 
ly by most industry executives. 
Directors’ Guild of America will 
seek to bring salaries of live tv and 
film directors more into equality when 
negotiations for a new contract on 
live tv get under way with networks 
shortly. Present salary scale in film 
television is approximately twice that 
in live ($650 to $780 versus $382 
per week for a half-hour show). Talks 
on the new contract will be the first 
since the Screen Directors’ Guild and 
Radio-TV Directors’ Guild merged. 
In a continuing internecine battle 
the membership of the Writers’ Guild 
of America has voted to recall six of 
11 of its board members because of 
a controversy over the manner in 
which a new royalty formula, sched- 
uled to go into effect in 1964, is to be 
negotiated with producers. A new 


Biever & Stein Productions, Inc. 


990 Fifth Avenue 
New York 36, N. Y. 


Curtis Biever 
OW 8-0462 





PL-7-6494 











Lou Stein 
WH 6-5199 
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election is to be held shortly. 


MPO BUSINESS VOLUME 

MPO Videotronics, which went on 
the American Stock Exchange last 
month, anticipates a larger propor- 
tion of its business will come from 
industrial films in fiscal 1960 as com- 
pared to the previous fiscal year 
when tv commercials accounted for 
85 per cent of its gross income. For 
the nine months ended July 31, 1960, 
MPO’s sales were $5,488,000, or 32 
per cent higher than the comparable 
period in 1959 when sales amounted 
to $4,150,000. Net income was also 
32 per cent higher: $187,000 versus 
$142,000 for the identical periods, 
1960 over 1959. 


COMMERCIAL CUES... 

Ray Patin Productions is filming 
a new series of eight soft-sell com- 
mercials for Detroit Bank & Trust Co. 
featuring what is believed to be the 
most unusual approach to bank pro- 
motion since the Bank of America 
spots five years ago. A Thurber-style 
design of characters complements a 
copyline utilizing sly digs at bank 
conservativeness. Ross Roy, BSFD 
(Detroit) is the agency. 
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Create the RIGHT mood every time 
with the 


MAJOR*MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 
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MOTION PICTURE PRODUCTION, 
EDITORIAL and TECHNICAL SERVICES 


R. For BETTER FILMS 


CREATIVE EDITING AND COMPLETE 
PERSONAL SUPERVISION 


JOSEPH JOSEPHSON 45 West 45th St 
Circle 6-2146 New York 36 
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New tv commercials creative firm 
has been formed by Bob Klein and 
Alan Barzman, previously general 
manager and head writer for Stan 
Freberg, Ltd. Headquarters is at 706 
N. LaCienega Blvd., Hollywood. . . . 
Format Films has been signed to 
create two new animated opening 
billboards for use on all Johnson’s 
Wax tv programs. . . . Filmaster TV 
has appointed John Murphy as execu- 
tive producer of its commercial and 
industrial division in New York. 

In New York, Milton Perlman, pro- 
ducer of The Goddess (among other 
motion pictures) , has joined Dynamic 
Films, working with executive pro- 
ducer Walter Lowendahl on a number 
of projects. The appointment is ex- 
pected to affect the area of industrial 
films primarily. However, Mr. Perl- 
man’s first project revolves around a 
projected Broadway play which he 
will produce in association with 
Dynamic. . . . John F. Becker has 


been appointed a producer-director- 


sales representative for On Film, Inc., 
of Princeton, N. J., and New York 
City. 

In the southwest, Charlotte Lee, 
formerly with Benton & Bowles, Inc., 
New York, has Keitz & 


Herndon, Dallas, as production co- 


joined 
ordinator. . . . In Dallas, composer- 
producer Thomas W. Merriman has 
formed Tom Merriman Productions, 
which will specialize in the original 
composition and production of music 
for radio and tv commercials, motion 
pictures and sales meetings. 


DISTRIBUTORS ... 

Independent 
through an agreement with Twentieth 
Century-Fox, has obtained 
national distribution rights‘to Broken 


Television Corp.; 


inter- 


Arrow, which consists of 72 episodes. 
It will be placed on the market-by- 
market route in the near future. . . . 
Durham Telefilms, Inc., has been ap- 
pointed sole domestic distributor of 
three documentaries produced by 
wrx New York: The Russian Revolu- 
tion, The Cold War and The Secret 
Life of Adolph Hitler. 


Film Commercials 
AMERICAN FILM PRODUCERS 


In production: National Foundation (March 
of Dimes), McCann-Erickson. 


BANDELIER FILMS, INC. 


Completed: Morning Milk Co. (canned 
milk), Harris & Love; Success Wax, Ltd. 
(floor wax), Torobin; Wagner Brewing 
Co. (Gambrinus beer), Byer & Bowman; 
Heart’s Desire margarine, Byer & Bowman, 
In production: Dept. of Agriculture, Ideal 
Cement Co., Caterpillar Tractor Co. (docu- 
mentary films), direct. 


CULHANE FILM STUDIOS, INC, 


Completed: Radio Corp. of America 
(tubes), direct; Lever Bros. (Good Luck 
margarine), OB&M; Colgate-Palmolive Co, 
(Ajax), McCann-Erickson; J. A. Folger & 
Co. (coffee), C&W; Benner Tea Co. 
(foods), Charles Fitzmorris; American 
Character Doll Co. (dolls), Webb; Na- 
tional Assn. of Insurance Agents (insur- 
ance), Doremus; Knox Gelatine, Inc. (gela- 
tin), Chas, W. Hoyt. 

In production: Knox Gelatine, Inc. (gela- 
tin), Chas. W. Hoyt; World’s Fair Corp, 
(N. Y. World’s Fair), Campbell Films; 
Benner Tea Co. (foods), Charles Fitz 
morris. 


GRAY & O’REILLY 


In production: DeLuxe-Reading Co. (toys), 
Zlowe; Remington Rand, Diy. Sperry Rand 
Corp. (electric shavers), Y&R; Liberty Life 
Insurance Co. (insurance), Merv‘ll-Ander- 
son; Revere Copper & Brass, Inc. (cook- 
ware), Adams & Keyes; General Foods 
Corp. (Birdseye), Y&R; General Cigar 
Corp. (cigars), Y&R. 


KEITZ & HERNDON 


In production: Continental Oil Co. (Cono- 
co gasoline), B&B; Dr. Pepper Co. (soft 
drink), Grant; Standard Life Insurance 
Co. (insurance), direct; Rich Plan Corp. 
(frozen food), direct; James G. Gill Co. 
Inc. (coffee), Cargill, Wilson & Acree; Dr. 
Pepper Co. (hot Dr. Pepper), Grant; 
Campbell-Taggart Associated Bakeries, Inc. 
(Manor bread), Bel-Art. 


PAUL KIM & LEW GIFFORD 


Completed: General Electric Co. (show 
opening). RBDO: Lever Bros. (Handy 
Andy), K&E; Downyflake Frozen Foods 
(watfles), Smith-Greenland; Rowntree 
Candy, Ltd. (Kit-Kat), JWT; Shwayder 
Bros. (Samsonite luggage), Grey; Ford 
Motor Co. (Mercury), K&E; Ford Motor 
Co. (trucks), JWT. 

In production: National Biscuit Co., M-E; 
Campbell Soup Co. (soup), BBDO; Gen- 
eral Mills, Inc. (Trix), D-F-S. 


MPO VIDEOTRONICS, INC. 


Completed: Gillette, Inc., Maxon; Peter 
Paul, Inc. (candy), D-F-S; General Elec- 
tric Co. (appliances), Y&R; Philip Mor- 
ris, Inc. (Marlboro), Burnett; Aluminum 
Corp. of America (Alcoa), F&S&R; United 
Fruit Co. (Chiquita Banana), BBDO; 
American Tobacco Co. (Lucky Strike), 
BBDO; T. J. Lipton, Inc. (tea), SSC&B; 
Minute Maid Corp. (Hi-C), D-F-S; Ameri- 
can Chicle Co. (Dentyne), D-F-S; R. J. 
Reynolds Tobacco Corp. (Winston), Esty; 
Warner-Lambert Co. (Anahist), Bates; 
Shell Oil Co. (gas), JWT: General Foods 
Corp. (Maxwell House), OBM; Procter & 
Gamble (Tide), B&B; Procter & Gamble 
(Oxydol), D-F-S; American Telephone & 





Telegraph (service), Ayer; Procter & Gam- 
ble (Duncan Hines), Gardner; Ocean 
Spray Cranberries, Inc. (berries), BBDO; 
Radio Corp. of America (RCA), JWT; 
Anheuser-Busch Brewing Co. (Budweiser), 
D'Arcy: Coca-Cola Co. (Coke) M-E; Philip 
Morris, Inc. (Parliament), B&B; Duffy- 
Mott Co. (juices), SSC&B; Welch Grape 
Juice Co. (juice), Manoff. 

In production: General Motors Corp. 
(Buick), M-E; Eastman Kodak Co. (cam- 
eras), JWT; Procter & Gamble (Comet, 
Crisco), Compton; Sarong, Inc. (bras), 
D&C: Mohasco Industries (Mohawk car- 
pets), Maxon; Standard Brands, Inc. (Ten- 
derleaf tea), JWT; Pepperidge Farms, Inc. 
(bread), OBM; Carling Brewery (beer), 
Hayhurst; Scott Paper Co. (Scotties), 
JWT: American Safety Razor Co. (Pal 
blades), K&E; Parker Pen Co. (pens), 
Tatham-Laird; Vick Chemical Co. (Thera- 
cin), SSC&B; Corn Products Co. (Nu- 
Soft), M-E; Campbell Soup Co. (soup), 
BBDO: Lever Bros, (Lux), JWT; Procter 
& Gamble (Ivory Flakes), Grey; Pan- 
American Coffee Bureau (coffee), BBDO; 
Beecham Products, Inc. (Silvikrin), K&E: 
Drackett Co. (Twinkle), Y&R; Canada 
Dry Bottlers (soda), Mathes; Wander Co. 
(Ovaltine), Tatham-Laird. 


RAY PATIN PRODUCTIONS 


Completed: General Mills, Inc. (Cheerios, 
Frosty-O’s), D-F-S; Pillsbury, Inc. (Flako 
mixes), C. E. Frank; Associates Invest- 
ment Co. (investment loans), FC&B; Camp- 
bell Soup Co. (Franco-American products), 
Burnett. 

In production: Detroit Bank & Trust Co. 
(services), Ross Roy, BSF&D; Crocker- 
Anglo Bank (service), JWT; General Mills, 


Inc. (Cheerios), D-F-S. 
PINTOFF PRODUCTIONS 


Completed: General Electric Co. (vacuum), 
Y&R; Nestle Co. (Zip), M-E; Isodine 
Pharmacal Co. (Isodine), Reach-McClin- 
ton; Ward Baking Co. (Tip-Top bread, 
Lucky cakes!, Grey; Esso Standard Oil 
Co. (Esso), M-E; Singer Sewing Machine 
Co., Y&R; U. S. Steel Co. (steel), BBDO; 
Texaco, Inc. (gas), C&W. 

In production: National Guard (promo- 
tional), FRC&H; U. S. Rubber Co. (Royal 
tires), FRC&H: S. C. Johnson & Sons 
(wax), B&B; Warner-Lambert Pharmacal 
Co. (Listerine), Lambert & Feasley; Tv In- 
formation Office (promotion), M-E; Helene 
Curtis, Inc. (Gay Top), E. H. Weiss: Burry 
Biscuit Corp. (cookies), Weightman; 
American Bakeries Co. (Taystee bread), 


Y&R; Royal Yams, Hicks & Greist; Charles 
Pfizer Co. (Beam), Ted Gotthelf; Reyn- 
olds Metals Co, (aluminum), C. E, Frank; 
American Gas Co. (gas service), L&N. 


SARRA, INC. 


Completed: Liebmann Breweries, Inc. 
(Rheingold beer), FC&B; Reynolds Metals 
Co. (Reynolds Wrap), C. E. Frank; Drac- 
kett Co. (Drano), Y&R; National Biscuit 
Co. (Nabisco cookies), McCann-Erickson; 
Kellogg Co. (Rice Krispies, Corn Flakes), 
Burnett; Elgin National Watch Co. 
(watches), JWT; Quality Bakers of Amer- 
ica Cooperative, Inc, (Sunbeam bread), 
direct; S. C. Johnson & Son, Inc. (Pledge 
wax), B&B; S. C. Johnson & Son, Inc. 
(Klear wax), FC&B; General Foods Corp. 
(Minute Rice, Tang, Bakers Coconut), 
Y&R; Corn Products Co. (Mazola oil), 


L&N. 


WILBUR STREECH 
PRODUCTIONS, INC. 


Completed: American Motors Corp. (Ram- 
bler), GMM&B; Golden Press (Picture At- 
las, Junior American, Heritage Series), di- 
rect; Maher Co. (shoes), McGregor-Dea- 
ville; Television Bureau of Advertising 
(4-hr. film), direct; Haloid Co. (Xero 
Duplicators), direct; Eagle Pencil Co. 
(Stickpen), Shaller-Rubin; Lever Bros, 
(Super Fab), Spitzer & Mills. 

In production: Golden Press (Quizziac, 
Children’s books, Christmas special), di- 
rect; Transogram Co. (toys), Wexton; Sin- 
clair Refining Co. (Triple-X motor oil), 
GMM&B; Geo. Helme Co. (snuff), KHCC 
&A; B. C. Remedy Co. (tablets, powders), 
C. Knox Massey. 


WONDSEL, CARLISLE & 
DUNPHY 


Completed: Vick Chemical Co. (Lavoris, 
Cold Tablets, Thoraxin), Morse Interna- 
tional; American Red Cross, Y&R; Hazel 
Bishop, Inc. (No Smear lipstick, eyebrow 
pencil, compact make-up), Spector; J. A. 
Folger & Co. (instant coffee), C&W; Arm- 
strong Cork Co. (linoleum), BBDO; Gen- 
eral Electric Co., Y&R; Tillie Lewis Foods 
(salad dressing), Cohen & Aleshire. 

In production: Monarch Wine Co. (Manis- 
chewitz wine), Grant; Vick Chemical Co. 
(Sinex Spray), Morse International; Amer- 
ican Machine & Foundry Co. (various), 
C&W; Lever Bros. (Vim), OB&M; Texaco, 
Inc. (Texaco gasoline), OB&M; General 
Foods Corp. (Birds Eye baby food), B&B. 


QUMLITY 
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FILM EQUIPMENT 





$. 0. $ CINEMA SUPPLY CORP. 


New York City: 602 West 52nd Street, Plaza 7-6440 
Hollywood, Calif.: 6331 Hellywoed Bivd., HO 7-2124 
SALES + LEASING + SERVICE 
The world's largest source for film production 
equipment: Animation, Producing, Lighting, 

Processing, Recording, Projection, etc. 
Send for our huge 34th year Catalog on yeer 
letterhead to Dept. N. 











CAMERA EQUIPMENT CO., INC. 

315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS—SALES——-SERVICE 
Motion picture and television equipment 

lighting equipment . . . generators 
... film editing quip Roce ing 
equipment. 








SCREENING ROOMS 








PREVIEW THEATRES, INC. 
1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
President William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 





COLLECTION AGENCIES 








STANDARD ACTUARIAL WARRANTY CO. 
220 West 42nd Street, New York 36, N. Y. 
LOngacre 5-5990 
Collections for the Industry 
All over the World 
TV—RADIO—FILM 
Records & Recording Accounts Receivable 
No Collections—No Commissions 





LIGHTING 








CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 65470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 





STOCK SHOTS 








MAURICE H. ZOUARY 
333 West 52nd St., N. Y. C., 19 
JUDSON 2-6185 


35mm MOTION PICTURE 
BLACK & WHITE @ COLOR 
OVER 10,000,000 FEET 
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ANOTHER TOP NAME IN THE 
BIG J. ARTHUR RANK PACKAGE 
OF POST 50 HITS MADE FOR 
AMERICA TO ENJOY (12INFULL 
COLOR).GET FULL DETAILS ON 
THE “BUY” THAT RANKS=1 


RANKS =1 FOR BIG NAMES 
RANKS =1 FOR CURRENT HITS 
RANKS =1 FOR FULL COLOR 
RANKS =1 FOR SALES IMPACT 
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Image 


(Continued from page 31) 


back many years to radio, when it 
was felt that an image of prestige 
and responsibility would bring in 
business, even if we weren't first in 
the market.” 

This thought is echoed by John K. 
Frazier, director of sales promotion 
and advertising for the Crosley 
Broadcasting Corp. “We definitely 
feel that the image of a station has 
an influence on the buyer in consider- 
ing a market, especially today. Ad- 
vertising in general has had to face 
many criticisms and problems, and 
any smart buyer today will look pretty 
hard at the character of the medium 
he is to use, all things being equal. 
We believe in trying to create in the 
mind of the trade an image of service 
to the community and to the adver- 
tiser.” 

Although the value of “image” is 
hard to pin down in terms of sales, 
says William Fromm, manager of new 
business and promotion, NBC Spot 
Sales, it has a great deal of meaning 
in that “the more intelligent buyers 
are more influenced by other factors 
than cost-per-thousand and ratings. 
We plan to show (through a special 
study now in preparation) that even 
when a station is beaten, say, on a 
cost-per-thousand basis, the product 
is better sold on a better-image sta- 
tion.” 


Ratings Still Count 


This emphasis on prestige, image, 
standing has not of course replaced 
the rating services and the time- 
buyer’s slipstick. All promotion men 
agree the image must complement, 
where possible, comprehensive and 
affirmative audience data. In the 
words of PGW’s Lon King, “audi- 
ence promotion and sales promotion 
cannot be split—one supplies to the 
other.” 

How do promotion men_ get 
through to buyers with a station 
story? There are many different 
techniques, it’s generally agreed, no 
one of which is automatically suc- 
cessful. “The main line of transmis- 
sion,” notes Katz’s Dan Denenholz, “‘is 
the salesman who is briefed and fur- 
nished with basic, up-to-date informa- 
tion.” Most promotion men agree 


on this and that the salesman, eif 
from the rep’s office or direct f 
the station, is the face, part of f 
image of the station. 

“Advertising creates a climate 
acceptance,” says Corinthian’s 
Kearney, “for the specific pitch whig 
must be made by the salesman, 
is, in a sense, the front-line soldig 
A good salesman uses every stop 
the organ, and one of the best w 
for a station to reach the buyer; 
verbally, through the salesman. Py 
always been of the opinion that 4 
good representative gets a lot of bug 
ness he doesn’t deserve to get, ji 
because he’s good.” 


Individualize 

How do you create this climate @ 
acceptance? Paul Blakemore, directa 
of advertising, the Blair Companie 
offers several suggestions. “Dig fg 
the points that individualize your s 
tion and/or your market. From thes 
points a vital theme can be distilled 
. .. preferably an idea which can} 
dramatized . . . preferably a them 
with memory-value in the phrasing, 

Mr. Blakemore also feels that 
station should hit its real resistano 
—‘“if you’re not in a very top mat 
ket, why concentrate on proving your 
is the market’s best station, when yo 
might gain far more ground by show 
ing national advertisers the true po 
tential of your market?” And fi 
adds: “Never underestimate the poweé 
of repetition. Many a fine advertising 
theme was just beginning to g 
recognition about the time the af 
vertiser got bored with it.” 

John Owen, director of sales pro 
motion, Avery-Knodel, offers a five 
point guide on sales promotion: 

“Don’t underestimate the value @ 
professionally done factual data. 

“Don’t underestimate the value ¢ 
direct mail—if a buyer gets a pied 
which pertains to his job, he will read 
it. 

“Don’t underestimate the value @ 
reports to buyers of audience promé 
tion and merchandising—so-callel 
proofs of performance. It gives tht 
rep a talking point and a chané 
for a renewal. 

“Don’t underestimate the impor 
tance of up-to-the minute informatié 
related to such things as prograil 
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schedules and new talent. 

“Don’t underestimate the use to 
which a station can put the represen- 
tative’s promotion department. It be- 
hooves stations to use us to insure 
their story is told better to time- 
buyers.” 

This question of the relationship 
between station and representative's 
promotion and research department, 
is still, apparently, an uneasy one. 
Most promotion men feel that the 
situation can be improved, for if there 
is one particular promotional tech- 
nique which seems to move the time- 
buyer to action, it is a fact-filled, 
honest presentation, personally de- 
livered. 

“There is no substitute for this,” 
says Storer’s Mr. Kelly. “Nothing 
compares to putting a show right on 
the road and bringing it into the 
buyer’s office, accompanied by some- 
one who really knows the market.” 
In addition, says Mr. Kelly, new 
facts, not usually found in the stand- 
ard sources, are appreciated by 
buyers. 


Facts and Figures 


Petry’s Mr. Hutton, whose depart- 
ment is constantly emphasizing to 
stations the importance of having 
continual sales-packed promotion at 
the point of sale, feels that facts and 
figures form the hard core of effective 
promotion. “For the most part, buyers 
appreciate it—if you make your di- 
rect mail distinctive enough and if 
your trade press backing is done 
consistently, the station will end up 
head and shoulders over the com- 
petition.” 

NBC’s Mr. Fromm feels that no 
one promotional technique has been 
measured sufficiently to have an edge. 
“A station must do an over-all, well- 
integrated job in all areas, and it’s 
the function of sales promotion to 
extend this to the dealer, the whole- 
sales, the broker and the agency.” 

The Westinghouse stations, as a 
group and individually, says Mr. 
Partridge, attempt to make their pro- 
motional work of some service to the 
advertising fraternity. In addition, no 
matter what technique is used—trade- 
magazine advertising, direct mail— 
“we try to be smarter, more effective, 


out of the ordinary. We emphasize 
quality rather than quantity.” 

The Katz Agency also tries to be 
of service to agencies in its promo- 
tional efforts, says Mr. Denenholz, 
whose department is so fact-oriented 
that it is called the sales data depart- 
ment, rather than research and pro- 
motion. This is done through the 
company’s spot cost summaries, sales 
developmert pieces (without reference 
to a particular station), as well as 
through supplying such basic infor- 
mation as coverage maps, program 
schedules, facilities, success stories 
and competitive presentations. 

It would seem, then, from the above 
observations, that techniques of sales 
promotion—the continual attempt to 
reach the point of sale with a mean- 
ingful story—have not changed much 
over the years. The question of image, 
or rather the projection of image, 
has grown more important, and ways 
and means of reaching thé buyer 
with this image will undoubtedly be 
refined in the coming years. But the 
total effort must be based on facts— 
useful, pertinent data, most promo- 
tion men agree, are the most per- 
suasive tools of all. 





Parties (Continued from page 41) 


attraction, which sits high atop Mt. 
Washington and combines a French 
decor with an unrestricted view of 
the city and its three rivers. 

Utilizing the decor to considerable 
advantage, Mr. Lewis started forming 
his masterpiece with 8” x 10” two- 
color invitations in French, the ac- 
ceptance cards were in English to 
avoid confusion) , which conveyed the 
mood to the guests long before the 
event took place. 


Kiosks from Paris 


A life-size replica of Paris’ famed 
kiosks adorned the center of the din- 
ing room, complete with posters (in 
French) of KDKA-Tv’s local programs 
and personalties, perfected by one of 
Pittsburgh’s leading artists. 

Name tags were miniature kiosks, 
with the guest’s name as one of the 
tiny posters, and French billboards 
adorned the walls of Le Mont while 
tasty imported snacks added to the 
impressive buffet. 









Clarence H. Hopper has been ap- 
pointed president of CBS Electronics, 
it has been announced by Frank 
Stanton, president of CBS, Inc. Mr. 
Hopper succeeds Arthur L. Chap- 
man, who will join the headquarters 
staff of CBS in New York. Mr. Hop- 
per takes over the operating respon- 
sibilities of the semi-conductor, elec- 
tronic-tube and phonograph-instru- 
ment division of the company after 
serving five years as vice president 


for facilities of CBS. 





As guests arrived, they were greeted 
by station exceutives from whose 
necks hung a silver French wine 
taster’s cup, and for those choosing 
wine, the custom of the sommelier 
was observed. It might be pointed out, 
however, that for the purpose of self- 
preservation the ritual was abandoned 
after the first hour. 

To add additional touches of Mont- 
marte to the occasion, an outstand- 
ing chanteuse was brought in from 
New York and received excellent sup- 
port from Johnny Costa and his “all- 
French” ensemble, appropriately at- 
tired in berets. 

For those guests wishing to take 
advantage of the magnificient pano- 
ramic view of Pittsburgh’s Golden 
Triangle and _ surrounding _ three 
rivers, a hydroplane boat race and 
water-ski show was staged hundreds 
of feet below, while KDKA-Tv’s gaily 
decorated 80-foot Gateway Clipper 
passenger boat provided suitable back- 
ground. 

Unavoidable to the naked eye were 
the mammoth spectacular signs which 
dotted the tops of buildings below Le 
Mont carrying such greetings as 
“Vivent les Sponsors,” “Vivent les 
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Acceptance — acceptance at the point-of-sale: 
That’s how the sales volume grows. 

It grows with a pre-interested, pre-sold, 
pre-disposed buyer, ready to(ligten and give 
credence to your important story. 

It’s a success story that has it’s best possible 
beginning in the publication that offers 

the kind of complete television information 


- more television decision-makers want. 


That’s because Television, Age is 100% television. 
The percentage is all in your favor when 
you open doors with Television Age. 


the climate is compelling 
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ANOTHER TOP NAME IN THE 
BIG J. ARTHUR RANK PACKAGE 
OF POST 50 HITS MADE FOR 
AMERICA TO ENJOY (121NFULL 
COLOR).GETFULL DETAILS ON 
THE “BUY” THAT RANKS=1 


RANKS =1 FOR BIG NAMES 
RANKS =1 FOR CURRENT HITS 
RANKS =1 FOR FULL COLOR 
RANKS =1 FOR SALES IMPACT 


FOR FULL DETAILS, CONTACT: 


MICHAEL M. SILLERMAN, EXEC.VP ° 
PROGRAMS FOR TELEVISION. INC. [) t 
1150 6TH AVE..N. Y.36 YU6-3650 
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Agencies” and “Vive Tv.” And just 
to make sure these weren't missed 
there were binoculars and telescopes 
available. 

Convincing proof that the signs 
were effective as well as novel was re- 
corded next day when several ad- 
agency executives quietly attempted 
to rent the spaces atop the roofs. 

As night fell, the Gateway Center 
building which houses KDKA-TV 
spelled out a 17-story-high illuminated 
“2” representing the call letters of the 
hosts. 

Meanwhile, a seaplane hovering at 
the same height as the mountaintop 


| retreat and occupied by head photo- 


grapher Charles Boyle made several 
passes at the glass-enclosed restaurant 
and captured several hundred feet of 
excellent film. 

As the guests took their somewhat 
reluctant leave, a bottle of imported 
perfume sent them merrily on their 
way singing the praises of yet another 
outstanding station success. 





L&F (Continued from page 35) 


duce work of the same quality as the 
high bidder. We're acutely conscious 
of getting the best job for the money, 
and that means we work with crafts- | 
men.” 


Why doesn’t the agency dispense | 


with bidding and farm out produc- | 
tion to the houses it Knows can do the 


| best work? “I feel,” Mr. Wylie states, 


“that you can miss a lot if you lock 
yourself to one or two production 
firms. It’s the basic responsibility of 
the agency to create, of course; still, 


| the producer can often add an extra | 
| touch that measurably improves a | 
| commercial. We frankly try to ‘pick 


the brains’ of the people we work with | 
in order to get a better job for the 
client. If a film house can suggest a 
way to get a new or better effect, 
we're all for listening to it. A new 
firm may 
techniques to show us—if we don’t 


have entirely different | 


give it a chance, we're the one who is 
losing out.” 

The L&F interest in new ways of 
doing things has led to considerable 
experimentation with video tape in | 
the past year. “We even used color- | 


' tape commercials on some network | 


specials for Hudnut,” said the depart 
ment director. Six test announcementg 
were turned out in a full day of taping 
to use in Schwerin studies of 
proper selling approach. “Right now,” 
says Mr. Wylie, “tape is great for that 
sort of thing—testing an appeal of 
seeing how a product shapes up be 
fore you spend $5-10,000 for a film 
spot. But we’re not using it to any 
great extent either in network or spot 
for several reasons. First, in network, 
the integration charges mean that 
over a long period it’s cheaper to use 
film, although film’s initial cost is 
higher. 

“The problem in spot at the present 
time is that while a great number of 
stations have tape machines, very few 
have more than one. And the machine 
is too often tied up on something else 
when you need it to run a spot. Gen 
erally, we've found film’s lighting 
conditions are better for cosmetic 
commercials, although we made an 
excellent tape for Light ’n Bright 
hair-lightener. To use it in spot, how- 


(Continued on page 54) 





Wall Street Report 


SCANTLIN STOCK. QOne of the most 
intriguing electronic securities slipped 
into the capital market late in Octo- 
ber when 250,000 shares of Scantlin 
Electronics, Inc., were introduced. It 
is intriguing because a good part of 
its future prospects depends on the 
stock market itself, for Scantlin has 
made a big step forward in bringing 
electronics to the financial commu- 
nity. 

As a manufacturer of electronic 
devices, Scantlin is characterized by 
a distinct policy: it does not bid on 
any Government contracts for either 
research, development or production. 
Scantlin’s main product—until re- 
cently—was the Selector, a device 
used in a mobile telephone unit to 
distinguish one call signal from an- 
other broadcast by a central trans- 
mitting station. The Selector is a 
transistorized, fully electronic unit 
with no moving parts, capable of 
handling more than 750,000 call sig- 
nals and distinguishing the one being 
called from all others. By comparison, 
the present units in use handle no 
more than approximately 8,000 call 
signals. 

The Selector and associated equip- 
ment accounted for 80 per cent of 
the company’s total volume. The re- 
maining 20 per cent was accounted 
for by sale of automatic two-way dial- 
ing equipment, mobile radio multi- 
plexing equipment and miscellaneous 
other products. Also, virtually all of 
the Scantlin sales to date have been 
to the Western Electric Co. and its 
associated companies. 


USED BY BELL. The Selector was 
approved by the Bell Telephone Labo- 
ratories for use in the Bell System, 
and since February 1958 Western 
Electric has curtailed output of its 
own Selectors and purchased the 
Scantlin units. The initial order from 
Western Electric was for 2,000 Selec- 
tors and then for 4,499 Selectors. In 
June Western Electric received a 25- 
per-cent reduction in price on the 
last 1,000 Selectors it ordered. Kel- 
logg Switchboard & Supply Co., a 


subsidiary of International Telephone 
& Telegraph Co., made an agreement 
with Scantlin. Under the agreement 
—for which Kellogg paid $49,568— 
Kellogg got the exclusive right to 
sell the Selector and its associated 
equipment to customers in the United 
States other than the Bell System 
companies. 

Scantlin also has designed and in- 
stalled for Southern Bell a fully auto- 
matic dialing system for use with mo- 
bile telephone units. This allows di- 
rect dialing of mobile units from any 
dial telephone and also permits the 
mobile units to place calls directly by 
dialing without going through an op- 
erator. The installation is still on an 
experimental basis, and although ini- 
tial reports are favorable, the com- 
pany cannot say whether it will be 
found fully acceptable, or whether it 
will place any further orders for the 
equipment. 

The dramatic potential of the mar- 
ket with the huge Bell System is, of 
course, exciting to any investor. But 
equally exciting is the second product 
which Scantlin has developed with an 
eye on its usefulness to Wall Street 
and investors. This is the Quotron— 
a device which memorizes the signals 
carried on a stock-exchange ticker 
wire and permits a broker to obtain 
from a desk unit a printed tape show- 
ing the last sale of a security just as 
it appeared on the ticker tape, or, if 
desired, a printed summary of the 
day’s transactions in the security. 


QUOTRON OPERATION. In order 
to obtain its information, the Quotron 
must be connected to a stock ticker 
wire and thereby can be utilized only 
by brokerages connected with such 
wires. The New York Stock Exchange 
has some 3,200 stock tickers around 
the United States. The Quotron is 
most likely to have its big appeal in 
metropolitan areas with 90 or more 
stock tickers in operation. New York 
has 1,200 tickers, Chicago 125, Bos- 
ton 105, Philadelphia 100 and Los 
Angeles 95. Both the New York and 
American Exchanges have granted 
Scantlin permission to connect to its 
ticker wires, but such permission can 
be revoked. The Big Board has estab- 
lished a fee of $40 per month for 
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Each subscriber who wants to con- 
nect the Quotron to the stock ticker, 
while the American Exchange has set 
the same charge at $2 per month. 

Scantlin leases and does not sell 


Quotron equipment. As of Oct. 11, 


1960, Scantlin had 150 leases on Quo- 
tron equipment, each of them cover- 
ing at least one master unit and one 
or more desk units. Each lease calls 
for $265 monthly rental on a master 
unit, plus $10 for each ticker connec- 
tion and $15 per month for each desk 
unit. There is one handicap for the 
Quotron at the moment. The company 
has no service organization to main- 
tain its Quotron equipment in good 
working order as agreed to under the 
lease agreement. 

The Quotron can also expect to 
meet some stiff competition from the 
automatic electric board called the 
Teleregister Board made by Tele- 
register Corp. These boards are al- 
ready in operation in 80 cities. 

Scantlin’s common sold at $12 per 
share in its original offering. Some 
of the stock was sold for the benefit 
of the company and some for some 
major stockholders. There are now 
1,377,400 shares of Scantlin common 
outstanding. For the year ended Dec. 
31, 1959, the company’s sales totaled 
$952,175, while its net profit in the 
period totaled $81,245, equal to 13 
cents per share. For the five-month 
period ended May 31 the company 
reported sales of $284,488 and a profit 
of $39,307, or 10 cents per share. 





Lee Currlin, vice president and asso- 
ciate media director of Benton & 
Bowles, has been appointed vice presi- 
dent and manager of the media de- 
partment, succeeding Harold Miller, 
who has resigned. He came to the 
agency in 1953 as a media buyer. 


L&F (Continued from page 52) 
ever, we had to go to film copies, and # 
the resulting loss of quality convinced 
us we should have started with film 
Until tape is prevalent enough so that 
it can be used for quality spot sched 
ules, it has an uphill battle.” 

Spot tv is of considerable impor 
tance to Lambert & Feasley. Phillips 
Fizzies and the cosmetic and toiletries 
items in the Hudnut-DuBarry and 
Sportsman lines rely heavily on the 
medium. Media director Bill Hinman 
explained Phillips’ move in 1957 
from a multi-market buy of / Led 
Three Lives to a use of five-, 10- and 
15-minute news/sports/weather pro 
grams in a market list that has grown 
to 80, with about 20 more to be 
added next year. 


Double Objective 


“We have two objectives,” he says. 
“One is to get local identification for 
Phillips with ‘prestige’ programs of 
high interest to the market. Secondly, 
by contracting for a minimum of 
three shows weekly, we get good fre 
quency. It can be argued that greater 
frequency can be obtained with spots, 
but we found in the pre-’57 period 
that spots were giving us neither full § 
value nor prestige. By full valuc, I 
mean the problems of triple-spotting 
and competitive protection that are 
largely solved now. In the past few 
years, however, we've built up a valu: 
able franchise on our programs.” 

The use of newscasts and weather 
or sports programs is fairly common 
among the country’s petroleum com 
cerns. What about creativity, the idea 
of doing something different? In 
Phillips’ case, and that of Lambert & 
Feasley, originality appeared in a 
situation in Miami where a suitable 
program was not obtainable. Unable 
to offer even a five-minute program 
station WTVJ worked with L&F to 
create a 30-second weathercast to be 
sponsored by Phillips at 9 p.m. Mon- 
day through Friday. 

The prime-time spot is filled with 
any one of a hundred slides pertinent 
to local weather conditions. The sta- 
tion announcer voices-over the fore- 
cast, with a brief Phillips commercial 
filling out the remainder of the time. 
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A popular feature in the market, the 
Phillips “Weather Eye” just com- 
pleted its first year on the air and 
continues into 1961. 

Additional Phillips exposure is 
achieved through sponsorship of Bal- 
timore and Pittsburgh football tele- 
casts on NBC-TV this winter in 80 
per cent of the country, and through 
syndicated shows—Sea Hunt, Lock 
Up, etc.—in about 10 markets. 


Name Athletes 


“For the first time this year,” Bill 
Wylie reports, “we're using big-name 
football stars in the commercials for 
Phillips. Our usual approach—and 
one that’s been very successful—is to 
try for a feeling of youthfulness and 
joy-of-living in gasoline films. If you 
can make driving look vigorous and 
buoyant, you get more people out on 
the road in their cars. And, once 
this is done, you automatically sell 
more gas—even if people don’t set 
out to buy your brand.” 

The employment of personalities to 
deliver a product's sales story is not 
new with Lambert & Feasley, said 
Mr. Wylie. A female star was hired 
early this year for a brief spell to 
act as the cosmetics account spokes- 
woman. “Rising cost was one of the 
chief reasons we discontinued the 
idea. We don’t feel that commercial 
talent in general—the scale perform- 
ers—want too much money, but much 
of the name talent is far out of line. 
The net result of exhorbitant price 
increases anywhere, whether in talent 
or production or whatever, is to 
weaken advertiser confidence in the 
television medium. Everything, after 
all, comes down to cost-per-thousand. 
When you realize that the average 
network show cpm today is $4—or 
twice what it was just a few years 
ago—it makes the client think twice 
about his tv budget. 

“I personally feel,” he continues, 
“that costs are at a plateau now, and 
production developments may enable 
them to go down in the future. As 
programming itself goes in cycles, 
there may be a move toward fewer 
participations and back toward full 
sponsorship of network shows again 
when this happens.” 


Local and syndicated programming 


is studied by both tv director Wylie 
end media director Hinman. The 
criteria employed by Mr. Wylie to 
select a syndicated series for Phillips 
are many, but he feels the script is 
the most important single asset of a 
successful show. Having moved to 
L&F from a post at McCann-Erickson 
as director of the tv programming 
department, the department head feels 
well qualified to pass judgment on a 
potential series as it appears in script 
form. 

“Certainly,” he says, “when you 
see an attractive pilot, you have to 
make sure the remainder of the series 
will be directed by the same people 
and produced with the same quality. 
But it’s more essential to know 
whether the packager has enough 
scripts available for the balance of 
the season, and whether the shows 
are by the same writers or less tal- 
ented people.” 


Children’s Programs 


Local children’s programming is 
utilized by Fizzies for spot campaigns 
each spring and summer in a great 
many markets across the country. 
Bill Hinman and timebuyer Jim 
Watterson explained how one pro- 
gram was selected over another in a 
market. 

“We first examine each market for 
said Mr. 
Hinman. “Then we call for a fact 
sheet from the stations as to whether 
or not a local personality heads the 


the available programs,” 


show, how cooperative he is when it 
comes to doing commercial lead-ins, 
whether or not there is a studio audi- 
ence in case we want to do some 
sampling, etc. We prefer to get a 
personality with strong appeal to the 
kids, rather than merely get a large 
audience that some of the all-cartoon 
shows attract. Of course, if there is a 
big difference in the size of the audi- 
ence for two shows, we have to go to 
the largest one. By choosing what we 
believe is a program with a loyal 
audience, we place no more than three 
commercials weekly in the show— 
figuring that’s enough to reach most 
of the children during the week.” 
Promotion is another matter of con- 
sequence to Lambert & Feasley. For 
the Fizzies campaigns, the agency 
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sends a complete merchandising kit 
to each station used. 

“For Phillips particularly,” Mr. 
Hinman noted, “we want the stations 
to promote their local newscasts to 
the dealers in the area. We'll supply 
them with special art for window 
streamers or whatever they need 
upon request. We do feel, however, 
that as most of the Phillips buys are 
for 52 weeks and represent a con- 
siderable amount of money to the 
station, that it can afford to undertake 
promotion at its own expense.” 

A new venture for Phillips in tele- 
vision occurs early next year when 
the company goes into 15 farm mar- 
kets with spot schedules for its line of 
fertilizer products. Most of the pre- 
vious activity in this field has been 
confined to farm journals, newspapers 
and spot radio. 

Returning to the network front, 
L&F currently has the Hudnut-Du- 
Barry-Sportsman account on The Jack 
Paar Show, American Bandstand, 
Joyce Brothers’ nightly course in do- 
it-yourself psychiatry in New York 
and on infrequent “specials” featur- 
ing such names as Jack Benny and 
George Burns. “It’s hard to pinpoint 
exact plans on the account at all 
times,” said Bill Wylie. “There are 
39 products in the line, with about 
eight actively advertised and new 
items and commercials being pro- 
duced continually. Certain seasons 
mean spot schedules for gift items; 
were looking for good holiday 
specials—it’s a very active account.” 

In Mr. Wylie’s mind, one of the 
reasons behind the successful ‘cam- 
paigns that come out of Lambert & 
Feasley is the size of the agency it- 
self. “There’s no doubt that in an 
operation of this size the principals 
can devote more time to each client 
than in a larger agency, It’s also true 
that the giant agencies have no corner 
on talent.” 

As its billings have increased from 
$12- to $18- to more than $20 million 
in the past three years, however, the 
size of Lambert & Feasley has also 
grown. Currently crowding 135 em- 
ployes into two floors at 430 Park 
Ave., the agency is looking hopefully 
toward completion of its new offices 


at Third Ave. and 5lst St. 


Newsfront 


(Continued from 2} 


for a slight increase in male viewing 
and a slight decrease in female vi 
ing. (Per 100 homes, 70 men § 
days as opposed to 64 8-9 p.m. wed 
days; 83 women Sundays as oppose 
to 96 8-9 p.m. weekdays.) 

But these figures take on real mea 
ing only in relation to cost-per-the 
sand, Mr. Hoffman notes. “In ad 
tion to the over-all size and chara 
teristics of the audience, the potey 
tial of this time period is underscore 
by the relative efficiency, on a cos 
per-thousand basis, of announcement 
in this period—less than one-half 
of a prime-time station break.” 

The report offers a cost compat 
son of six 20-second announcement 
aired hourly on the WBC stations t 
the average 20-second announcemeni 
aired at 9 p.m., Monday through Fr 
day, on all stations. The five-marké 
average cost-per-thousand for WBE 
stations on Sunday afternoons wa& 
$1.31; the average for all stations i 
those markets at 9 p.m. Monday 
through Friday was $2.70. 


Unduplicated Rating 


The unduplicated rating for 3 
schedule of six on-the-hour announce 
ments starting at noon on Sundays & 
also offered in the study, which has 
been titled Sunday Afternoon. Ong 
WBz-TV Boston it is 27.2, and th 
number of times seen is 2.2; undupli- 
cated rating on WJZ-TV Baltimore is 
34.7, number of times seen 1.8; on 
KDKA-TV Pittsburgh unduplicated rat. 
ing is 37.8, number of times seen 2.2; 
on KYW-TV Cleveland unduplicated 
rating is 32.4, number of times seen 
2.0, and on KPIX San Francisco un- 
duplicated rating is 24.4, number of 
times seen 1.9. 

With this study (which also in- 
cludes information on unduplicated 
audiences) TvAR hopes to dispel some 
of the advertiser illusions concerning 
Sunday-afternoon television. One 
other popular illusion ought to be 
dizsipated about that time period: it 
really isn’t much of a ghetto, since it 
includes a combination of local and 
network offerings as well as feature 


films and sports. 
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TvB Annual Meeting 


The sixth annual meeting of the 
Television Bureau of Advertising will 
be highlighted by the showing of the 
trade organization’s new presentation, 
“Progress of Discontent,” and a 
speech by Leslie B. Worthington, 
president of the United States Steel 
Corp., both on Friday, Nov. 18, at the 
Hotel Waldorf-Astoria in New York 
City. 

Starting on Tuesday, Nov. 15, with 
a meeting of the board of directors at 
the bureau offices, the meeting will 
continue- Wednesday with a session of 
the TvB Sales Advisory Committee. 

On Thursday membership meetings 
will open at the hotel with a discussion 
of current sales problems. Guest 
speakers from leading advertising 
agencies and advertisers will be heard. 

The Friday presentation will be at 
9:30 a.m. It is built around the part 
that discontent can play in the de- 
velopment of new and better products, 
and shows how television, as one of 
the biggest of advertising media, can 
do most to create a market for better 
products that the nation’s manufac- 
turers are constantly producing. More 
than 100 different tv commercials, 
both foreign and domestic, will be 
shown in the presentation, which will 
run for about 40 minutes. Mr. Worth- 
ington is the luncheon speaker. 

The Friday agenda also includes re- 
ports by Norman E. Cash, TvB presi- 
dent, and Otto Brandt, board chair- 
man. Election of new officers and 
directors will be held in the afternoon. 

Agenda for the Thursday and Fri- 
day membership meetings follows: 

Thursday, Nov. 17 
2:30 p.m.—Sert Room 

Business meeting. 

Welcome: Otto P. Brandt, chair- 
man of the board. Norman E. 
Cash, president. 

Report on department-store tele- 
vision advertising laboratory 
by Dwight Shirey, president of 
Patterson Fletcher, Ft. Wayne. 

Billing discrepancies — Thomas 
A. Wright, vice president, Leo 
Burnett Co., Inc. 

A new approach to selling the 
potential of the medium — 
Harry McMahan, tv advertis- 


ing consultant. 

What stations can do to help an 
agency in buying more tele- 
vision time — Eugene Accas, 
vice president, Grey Advertis- 
ing Agency, Inc. 

Remarks by E. B. Brogan, adver- 
tising manager, American 
Motors Corp. 

5 p.m.—Tvb Heaaquarters, 1 Rocke- 
feller Plaza, 24th Floor 
Cocktails and reception. 
Special television tape demonstra- 
tion. 
Friday, Nov. 18 
9:15 a.m.—Grand Ballroom 
Breakfast. 
9:30 a.m.—Grand Ballroom 
“The Progress of Discontent”— 
Major new sales presentation. 
10:30 a.m.—Starlight Roof 
Business meeting. 
Chairman’s report— 
Otto P. Brandt. 
President’s report— 
Norman E. Cash. 
Treasurer’s report— 
Payson Hall. 

Secretary’s report— 

Glenn Marshall Jr. 

Editorializing and sales influence 
—Terry H. Lee. 

12 noon—Palm Room 
Cocktails. 

1 p.m.—Starlight Roof 
Luncheon. 

Guest speaker—Leslie B. Worth- 
ington, president, United States 
Steel Corp. 

2:30 p.m.—Starlight Roof 
Reconvene business meeting. 

Nominations for candidates for 
TvB directors. 

Election of directors (six direc- 

‘tors to serve two years). 

Other business. 

Adjournment. 
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TO STAND ON SOLID SALES GROUND 
IN NORTHWESTERN OHIO AND SOUTH- 
ERN MICHIGAN, YOU NEED 


WSPD-TV 


the station with the new 1000-foot tower 
reaching 443,400 homes. This is solid 
coverage in the 2-billion-dollar market 
which is 


TOLED 


A STORER STATION « Represented by The Katz Agency 
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he objective of many timebuyers, 
T: can reasonably be assumed, is 
eventually to reach the post of media 
director and gain full participation 
in media planning. And, said L. S. 
Matthews, 
president for Leo Burnett Co., Inc., 


marketing service vice 
at the annual eastern conference of 
the American Association of Adver- 
tising Agencies, there is a wide gulf 
between the media planner and “the 
mere media buyer.” 

The first thing a media planner 
must do, Mr. Matthews pointed out, 
is make inter-media comparisons. 
“What is most equal to what?” is the 
question he is asked by the client 
and account people. “Are prime-time 
ID’s better than late-night minutes? 
Is a full page better than two half- 
pages? Color magazine space better 
than a network special?” 

Getting the answer—such as it is— 
is done by posing a series of ques- 
tions: What is the marketing stra- 
tegy? What are the basic objectives 
—long or short term? What is the 
key selling idea? What are city size 
factors? County size factors? What 
is the influence of income groups? 
And on and on, until 40 considera- 
tions had been posed. The questions 
are necessary, said Mr. Matthews, be- 
cause “media comparisons must be 
made within the framework of realis- 
ic, competitive marketing situations.” 

Leo Burnett, he said, believes in 
‘reative media planning that includes 
breaking the “media stereotype.” 
‘This doesn’t mean change for the 
ake of change, or for a change of 


a review of 
current activity 
in national 
spot tv 


pace, but a continuing search for bet- 
ter, fresher approaches to the prob- 
lem. 

“For example, if you followed cost 
efficiency alone you would always 
recommend eight-second ID’s - in 
prime-time tv, daytime minutes in 
spot radio or tv, color back covers in 
magazines, 200-line black-and-white 
ads in newspapers. You would never 
recommend a bleed page, a spread, a 
tv spectacular, etc.” 

“The fact, however, that we did 
thus-and-so last year is never a reason 
to recommend it again. But we don’t 
feel a plan has to change with every 
annual batch of fresh money, merely 
to prove to the client that we're earn- 
ing our keep.” 

Judgment, agreed the Leo Burnett 
executive, plays the most important 
role in media planning. “Is there a 


At Grant Adv., Inc., New York, Jean- 
nette Le Brecht has been named vice 
president and chief media buyer, 
handling Monarch Wine Co. and 


other accounts. 


REPORT 


technique for applying judgment?” 
he asked. In answer, he noted that 
the manager of the agency’s media- 
research section recently outlined 
such a procedure as a design for buy- 
ers who aspire to planning positions. 

Quoting from the outline, which 
he stated was too technical to cover 
quickly, Mr. Matthews illustrated the 
complexity of the media-judgment 
process: “The decisions made in each 
of the various subject areas interact 
with those in others. Later decisions 
may cause the media strategist to go 
back and reconsider some of the 
earlier decisions.” 

All in all, the conclusion reached 
is that there is no 
straight, 
saturating 


substitute for 
thinking 
your mind with facts. 
There is no short cut. Good judgment 
is the prime requisite for a good 
problem-solver, and a good problem- 
solver is a good media planner.” 


orderly “after 


BERKSHIRE KNITTING MILLS 


(Ogilvy, Benson & Mather, Inc., 
N. Y.) 

Another hosiery manufacturer that’s 

lately moved into spot, this firm is setting 
pre-Christmas schedules in selected 
markets to begin around issue date. Light 
placements of nighttime minutes are used. 
Henry Cleeff is the timebuyer. 


BOURJOIS, INC. 


(Lawrence C. Gumbinner Adv. 
Agency, Inc., N. Y.) 

Amplifying the Sept. 5 Tele-Scope item 
on EVENING IN PARIS, the perfume 
and gift boxes will start tv activity around 
Thanksgiving in more than 100 markets 

in a drive similar to last year’s, The 
agency has been working on plans to 
introduce the Bourjois “Little Lady” 

line of children’s fragrances and 
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toiletries via kid-show spot in the spring, 
preparatory to a major campaign next 
fall. There’s nothing definite as yet. 
Anita Wasserman is the timebuyer. 


| CHANEL, INC. 


(Norman, Craig & Kummel, Inc., 
nN. iJ 

Following the pre-holiday policies of 
many perfume names, CHANEL comes 
into a group of major markets late this 
month for three and four weeks of light 
placements of prime-time 20’s. Al 
Silverman is the timebuyer. 


CHESEBROUGH-POND’S, INC. 
(Compton Adv., Inc., N. Y.) 


New activity was reported on PERTUSSIN 
cold-remedy products, with the usual 


| 60-or-so markets getting schedules of 


(Continued on page 62) 


Phil Tocantins was recently named 
media supervisor on the Lever Bros, 


account at BBDO, New York. 





At Batten, Barton, Durstine & Os- 
born, Inc., Minneapolis, HALE BY- 
ERS retired. Head tv-radio timebuyer, 
he has been with BBDO for 16 years. 
Promoted are BETTY HITCH, now 
timebuyer; FRED WEBBER, trainee, 
and JO ANN WICKLUND, assistant. 

In Cincinnati, ANN SMITH was 
appointed from media director to 
media and billing control supervisor 
at Farson, Huff & Northlich, Inc. She 
previously was tv-radio director for 


the Ralph H. Jones Co. 


ET 


MR. CARVER 
JACK K. CARVER, who was vice 


president and associate media direc- 
tor at Doherty, Clifford, Steers & 
Shenfield, Inc., New York, moved to 
Lennen & Newell, Inc. He is working 
on Lorillard, Colgate, Corn Products 
and other accounts. 

C. M. “BUD” ROBINSON joined 
Honig-Cooper & Harrington Advertis- 
ing, San Francisco, as assistant media 
director. Mr. Robinson was media 
supervisor for Proctor & Gamble and 
more recently sales representative for 
the Meredith Publishing Co. 

JOEL STIVERS, once an account 
executive at Young & Rubicam Inc., 
New York, is now media supervisor 
at the Best Foods division of Corn 
Products Sales Co. 

At J. Walter Thompson Co., Chi- 
cago, DAVID H. HAUGHEY was 
promoted to associate media director. 
Mr. Haughey was formerly assistant 
broadcast media director at D’Arcy 
Advertising, Chicago, and all-media 
buyer at Benton & Bowles, New York. 





Personals 


At Erwin Wasey, Ruthrauff & Ryan, 
Los Angeles, WILLIAM L. WORS- 
TER, once media director, was ap- 
pointed account executive. 

In Philadelphia, WILLIAM J. HAM 
moved to J. M. Korn & Son as media 
director. 

ROLAND LESSER joined the New 
York office of Del Wood Associates as 
media-research manager for Real-Kill 
Products. Mr. Lesser was previously 
advertising manager for Longines- 
Wittnauer watches, media-research 
manager for Block Drug and with 
the Lester Harrison and Chernow Co. 

MARY MEHAN, once with Richard 
K. Manoff, has joined C. J. LaRoche 
as timebuyer. She will be working 
on the agency’s new account, Lanolin 
Plus. 

RUDY MAFFEI was promoted from 
assistant media director to associate 
media director at Benton & Bowles, 
New York. 

RADFORD STONE moved to 
Ogilvy, Benson & Mather, New York, 


MR. STONE 


as broadcast supervisor on the Shell 
and Bristol-Myers accounts. Prior to 
his move, Mr. Stone was with NBC 
eight years. 

At Compton RICHARD H. BROWN 
and BILL CARNEY were promoted 
to assistant timebuyers. Mr. Brown, 
replacing JAY LEWIS, who left the 
agency, is handling the Goodyear, 
Sterling beer and Chesebrough-Ponds 
accounts. Comet, Hotpoint and Yankee 
beer are Mr. Carney’s accounts. 
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The Buyer Talks About... 
PROMOTION—NOT TO US 


Some stations have promotion men—or sales managers or other ex- 
ecutives—who strongly believe in promotion. The only problem is that 
they believe the best type of promotion is that which “sells” the agency 
buyers rather than the viewing audience. 


It just isn’t so. There are very few buyers in the business who accept 
any kind of promotional spiel at face value. You can throw parties, 
subsidize junkets and tours and keep up a barrage of postcards, broad- 
sides and “success story” letters— but most buyers will doubt that you’re 
“number one” in the market just because you say so. Of course, if you 
can prove it by the ratings, by the commendations and mail pull, that’s 
something else again. And, if you can prove it that easily there really 
isn’t a need for all the razzle-dazzle promotion, is there? 

A good timebuyer is interested in one kind of station promotion—the 
kind that builds an audience for the station. It doesn’t necessarily have 
to be the largest audience in the market, but it should be a loyal one. 
From many advertisers’ viewpoint, a consistent audience that can be 
distinguished or categorized as to income, education, etc., may be more 
important than a large and diffuse group. 

To build and hold an audience certain kinds of promotion are effec- 
tive and others are not. Negatively, it seems that “stunts’—such as 
treasure hunts or splattering a shopping area with ping-pong balls— 
will attract viewers for a moment only. They'll tune in while the clues 
are being broadcast, or while a program is premiering, but once the 
promotion ends, the chances are they'll go right back to the channels they 
watched before. The fact that a station receives 50,000 entries in a 
contest doesn’t always mean the station has that many loyal viewers. 
More likely it implies a great many people are the kind who want some- 
thing for nothing. 

What kind of promotion best impresses a buyer? The answer is simple 
—the kind that shows a station is doing a service for its community. 
And to do this type of promotion the station must have a purpose. 

“Sure,” a promotion man agrees, “we got a purpose. We got thousands 
of people to watch Sea Hunt by offering a free aqua-lung outfit.” 

Unfortunately, to prove anything to a buyer, the purpose behind 
station activity should be something more than mere audience-building. 
It’s too easy, if channel A got viewers by offering one aqua-lung, for 
channel B to attract those same viewers by offering two. But let’s take a 
look at channel C, which finds there’s a need«in the community for sup- 
port of underprivileged kids, for improved bus service, for a study of 
local taxes, for a history of a little-known local industry, etc. 

Programming that fills these needs can help to create an “image” for 
the station—and if a station doesn’t have an image in its market, it 
should have. And such programs can also build an audience that stays 
with the channel. Nowadays, with often an almost perfect three-way 
split of the audience for network shows, the resourcefulness of a station 
in meeting its local obligations determines the type of viewers that are 
attracted to it. One outlet in a market may consistently be slightly 
behind two others in the ratings, but might be the first station tuned 
to by viewers in the event of an important news event. 

This is the kind of information that influences a buyer. And it’s the 
kind of information that should be promoted to a buyer after the station 
has achieved its position, not before. 











Everybody Wants 
The Drumstick ! 


@ | well remember Thanksgiving 
Day at my childhood home in 
Shelbyville when there were mad 
scrambles for the turkey drum- 
sticks. Trouble was there were 
four of us who insisted on drum- 
sticks . . . but no four-legged 
turkeys. 


Dad carefully pointed out that 
the turkey had only two legs, that 
those of us who missed out on 
drumsticks at Thanksgiving, 
would get them at Christmas; 
that there were plenty of other 
delicious pieces of meat on the 
bird. 


Something like Spot TV. Seems 
like almost everyone asks for the 
spots adjacent to Wagon Train, 
or other drumstick locations. 
And while they're spending a lot 
of time trying to get drumsticks, 
their competitors are feasting on 
other available and mighty good 
pieces of time. 


We recognize the problem here 
at WFBM-TV, and we have an 
especially designed procedure 
that enables us to improve loca- 
tions for the incumbent adver- 
tiser on a continuing basis. May- 
be we can't pass the drumstick 
now ... but it may be available 
later. Your KATZ man 

has the information. 


Meantime here's hoping 
you get the big half 
of the wishbone! 


CHANNEL 


WFBM-v 
INDIANAPOLIS 


BASIC NBC-TV AFFILIATE 
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CHANNEL 9 


WTVM 


COLUMBUS, GA. 


| 





@ AGreat New Market! 


82% unduplicated audience 
on the only primary ABC sta- 
tion between Atlanta and the 
Gulf! 





Spot (Continued from page 60) 


filmed minutes to begin about issue date 
and to run 26 weeks through the colds 
season. Genevieve Schubert and assistant 
Dick Brown are the buying contacts. 


CLUETT, PEABODY & CO., 
INC, 


(Lennen & Newell, Inc., N. Y.) 


As a fill-in in markets not fully covered 
via its ABC-TV participations, this 





Agency Activity 


George L. Vales was named a program 
producer in the New York office of Leo 
Burnett Co., Inc. He formerly served at 
NBC as a program supervisor, joining 
the network in 1952 after holding pro- 
duction posts at several film studios. 

In the Leo Burnett Chicago office, Scott 
Young was appointed program supervisor, 


| coming to the agency from Videotape Pro- 


@ Top ABC Programs! 


Shows like Maverick, Chey- 
enne, The Real McCoys, Sun- 
set Strip, Hong Kong, and 
The Untouchables. 


@ The Best of NBC! 


Programs like Wagon Train, 
The Price Is Right, Perry 
Como, and the Huntley-Brink- 
ley News . . . plus top syn- 
dicated programs. 





CHANNEL 9 


COLUMBUS, GA. 


Call the man from 
YOUNG TV! 


Ask about 
availabilities on 
WTVC CH. 9 
Chattanooga, Tenn. 


The #1 night-time 
station in 
Chattanooga! 


(ie: az: ‘ 
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| duction and wspM-tv Chicago, where he 


served as manager. 

Harlan Davis, previously with Fuller & 
Smith & Ross, Inc., joined Kudner Agency, 
Inc., New York, as a producer in the 
agency's tv department. 

John R. Allen was named a vice presi- 
dent of M-E Productions, tv-radio affiliate 
of McCann-Erickson, Inc. He joined the 
company earlier this year as client service 
supervisor in Chicago after having been 
in charge of tv-radio programming at 


| Tatham-Laird, Inc. 


Formerly vice president and tv-radio di- 


| rector of Parkson Adv. Agency, Lloyd W. 


MR. DURANT 


Durant moved to Lennen & Newell, Inc., 
as an account executive on Best Foods. 
Harold P. Gerhardt was elected a vice 


| president and associate executive director 


for tv art at Doherty, Clifford, Steers & 
Shenfield, Inc. He joined DCS&S in 1956. 

Paul Ingvaldson, associate account ex- 
ecutive and tv producer for Campbell- 
Mithun, Inc., was named the agency’s tele- 
vision director in the east and will divide 
his time between the C-M New York and 
Baltimore offices. 


Ted Bates buyer Greg Sullivan sets 
schedules for Morton’s Frozen Foods, 
Playtex and Chase Manhattan Bank 
in New York. 


shirt manufacturer is utilizing non-prime 
minutes running until the end of the 
year. Art Hempstead is the buying 
contact. 


COLGATE-PALMOLIVE CoO. 
(Norman, Craig & Kummel, Inc., 
| mes 


Some top markets were reported starting 
moderate placements of nighttime 
minutes for CASHMERE BOUQUET 
soap at the first of this month. The 
schedules run about six weeks. Shel 
Boden is the timebuyer. 


COTY, INC. 
(BBDO, New York) 
As noted here Oct. 3, COTY perfumes 


come into top markets with pre- 
Christmas spots at the end of the month 
for three weeks of primarily night and 
prime-time ID’s. Frequencies are fairly 
strong. Tom Hill and Tom Breckenridge 
are the buyers. 


CREOMULSION CO. 
(Tucker Wayne & Co., Atlanta) 


A new fall-winter drive on this company’s 
medicine product reportedly kicked off 
at the first of the month in upwards of 
50 markets, with day and night minutes 
running for 13 weeks. Ruth Trager is 
the timebuyer. 


EL AL ISRAEL AIRLINES 
(Doyle Dane Bernbach, Inc., N. Y.) 


Some three years ago Spot Report noted 
a four-market print campaign for this 
airline with the comment that tv activity 
in the areas was contemplated “shortly.” 
It’s taken time, but EL AL embarks 
this week on its first use of spot via a 
thrice-weekly taped minute in Play of 
the Week on wnta-Ttv New York. The 
humorous spots are designed to explain 
differences between economy and first-class 
passage, “differing” prices for overseas 
flights, etc. The long-range New York 
buy will carry through next spring, and 
could be extended to similar “quality” 
show schedules in Chicago, Los Angeles 
and other markets if successful. 
Charlotte Corbett is the timebuyer. 
(Continued on page 64) 
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Profile 


he timebuyer crying for status 

in—and for—the media depart- 
ment will find Bob Palmer’s comments 
noteworthy. The media supervisor at 
Cunningham & Walsh, Inc. conjures 
a panacea mixed with common sense 
and, for some ailing buyers, a self- 
imposed ingredient. “Too many media 
people just make noise in their claim 
for status,” Mr. Palmer contends. 
“What they must do to gain recogni- 
tion is work for it. 

“A timebuyer should make it a 
point to use all available marketing 
information on his client’s products. 
If he doesn’t have this material,” he 
declares, “then it is often the fault of 
his media supervisor in failing to fight 
for it. To assist in rising above the 
clerk status, the buyer should perform 
common-sense extras such as insuring 
the point that the audience of adjacent 
programs is compatible with the con- 
sumer profile of his client.” 


Another device Mr. Palmer sug- 


ROBERT PALMER 


gests is the reviewing of the commer- 
cials themselves. “The buyer should 
expose himself to the commercials he 
is to place—at least in the storyboard 
stage. By knowing the details of a 
commercial, he can integrate it better 
with adjacencies to insure maximum 
audience acceptance. Agencies should 
promote increased exchange between 
the creative and media departments so 
that each may contribute to the other.” 


A factor which Mr. Palmer feels 
needs strengthening among timebuyers 
is a feeling for the station staff: “I 
advise buyers to discuss more with 
station people than rates and markets. 
Such factors as management, program- 
ming facilities, talent and promotion 
combine to develop for the astute 
media man a better concept of the 
medium.” 

The media supervisor on Smith- 
Corona, American Cyanamid, Watch- 
makers of Switzerland and others 
that of 
the points which make people aware 
of the timebuyer and the importance 
of the media department. As the 
media department is the primary 


advises “these are some 


source of outside contact for the agen- 
cy, this creativity becomes most im- 
portant in the development of the 
agency image.” 

Prior to his six years at Cunning- 
ham & Walsh, Mr. Palmer worked at 
Kenyon & Eckhardt. He, his wife and 
their six-week-old daughter live in 
Huntington, New York. 





WRGB 


puts your 








MESSAGE 


WHERE 
THE SALE 


BEGINS 











Sales begin long 
before sales are 
made, and WRGB 
[3 is there at 
the outset in the 
homes (> and on 
the minds of the 


people @ERA who 


can translate your 





message into sales. 


Sales begin here, too, because 
more and more manufacturers 
are discovering the test-market- 
ability of this Northeastern New 
York and Western New England 
audience. The thousands of engi- 
neers, skilled workers, farmers 
and their families who live here 
represent a wide cross section of 
preferences and tastes. And, the 
metropolitan, suburban and rural 
nature of this market further 
gives you an excellent sampling 
of modern America’s living 
habits. But, what really makes 
sales begin here is that WRGB is 
the number 1 voice and picture 
in this area. Let WRGB place 
your message where sales begin. 
Contact your NBC Spot Sales 
representative. 


WRGB 


CHANNEL 
A GENERAL ELECTRIC STATION 
ALBANY © SCHENECTADY © TROY 
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WMAR-TV 
MORE! 


A TV HOME POTENTIAL OF 


856,900° 


WMAR-TV 
MORE! 


A NET WEEKLY CIRCULATION OF 


560,800** 


*All TV-owning families 


which report “able to re- 
ceive picture clear enough 
for viewing.” 

**The number of TV fami- 
lies reached at least once 


during the week. Source: 
A.R.B. Aug. 1960. CHANNEL 2 


In Maryland Most People Watch 


WMAR-TV 


SUNPAPERS TELEVISION 
Baltimore 3, Maryland 


Represented Nationally by 
THE KATZ AGENCY, INC. 


| Spot (Continued from page 62) 


ELDON INDUSTRIES 


| (Guild, Bascom & Bonfigli, Inc., 
1h a 


| Recently appointed to this toymaker’s 

| account, GB&B is already planning a 

| major spot campaign next year for the 
Christmas season. Although Eldon-Ungar 
toys have used little tv in the past, 
reports the firm’s advertising director, 
research and the success of competitors 
in the field make a move into the medium 
entirely feasible. Meetings will begin in 
March for organization of the fall 
campaign. Media director Peg Harris 


is the contact. 


_EL PRODUCTO CIGAR CO., 


Div. Consolidated Cigar Co. 
(Compton Adv., Inc., N. Y.) 
Following a policy in effect over the past 
few years of prefacing Father’s Day 
and Christmas with a spot campaign, 
EL PRODUCTO has been setting pre- 
Christmas schedules of night minutes 
and 20’s in various markets over the past 
weeks. A total of about 75 areas will 
eventually be bought, with three to six 


spots per week running until Dec. 24 
Brand buyer Lloyd Werner and spot 
buyer Tim Tully are the contacts. 


HESS & CLARK, INC. 
(Klau-Van Pietersom-Dunlap, Ing 
Chicago) 
This subsidiary of Vick Chemical Co, @ 
reportedly planned to move into spot in 

a handful of markets around issue date 
with a campaign on its animal feed 
products. Minutes should run for six to 7 
13 weeks. Fred Crowl, tv-radio director 
at the agency’s Milwaukee office, and 
Chicago vice president Robert 
Cunningham are contacts. 


INTERNATIONAL LATEX 
CORP. 


(Reach, McClinton & Co., Inc., N.Y.) 


As noted here Oct. 17 ISODINE 
antiseptic kicks off its colds-season 
campaign at about issue date in some 
40-50 markets. Additional areas will be 
added during the weeks ahead. Night 
minutes and 20's in varying frequencies 
will run about 15 weeks. Margot Teleki 
is now handling the buying. 








of PLUS VALUE 


in Participations 


3 season 1 PM WEEKDAYS 
1 Proven Adult Audience Buying Power! 


2 Extra On-The -Air Exposure 
3 Personality Endorsement 
4 Attractive Price... Ask BRANHAM 


© 


CHATTANOOGA 
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Man To See 


Tv operations of Guild, Bascom & Bonfigli, Inc., have been reorganized 
in keeping with a new trend the agency believes to be just around the 
corner. “The increasing control of television by the networks and the 
inflexible amount of prime time mean that agencies must take a crea- 
tive programming route—if they want the kind of tv climate that builds 
sales rather than competitive rat- 
ings,” said agency president Walter 
Guild. 

To emphasize the creative aspects 
of the GB&B video thinking, Sam 
Pierce was named director of tv 
programming for the agency. He 
previously served as consultant on 
program selection and has a wide 
range of experience in writing, pro- 
ducing and directing. Having served 
both Lennen & Newell, Inc., and 
Ruthrauff & Ryan, Inc., on the west 
coast, Mr. Pierce also freelanced in 
various capacities on The Edgar 
Bergen Show, Amos ’n’ Andy and 
others. 

“He will be the man to see about shows at GB&B,” said Mr. Guild. 
“All programs must first be offered to Mr. Pierce—not to me, account 


MR. PIERCE 


executives or our creative people. This applies to packagers, network 
men, screwballs, adventurers, syndicated-show salesmen and their re- 
spective relatives.” 

The industry picture today, he continued, makes it necessary that 
advertising agencies have tv executives who are oriented more in pro- 
gramming than in administration. Mr. Pierce, however, will be involved 
with contractual negotiations and the buttoning-up of program and pro- 
duction details after a show is selected, as well as with his creative duties. 

















A CHANNEL 


QUIZ 


TEST YOUR MARKETING SKILL 
ON THIS FIVE-FINGERED 
TELEVISION QUIZ 


Q—How can I get the most for 
my TV dollar in Eastern Mich- 


igan. 


Q—Given three pills by a Doctor 
and told to take one every 
half-hour, how long would the 
pills last? 


Q—Can WNEM.-TV sell drugs? 


Q—Is it legal in Michigan for a 
man to marry his widow’s 


sister? 
Q—How many buy-minded TV 


homes are served by WNEM- 
TV. 


fy 


WNEM-TV 


ng FLINT © SAGINAW @ BAY CITY 
S FIRST VHF STATION 
LL WAYS 








Martin H. Hummel Jr., account su- 
pervisor at Sullivan, Stauffer, Col- | 
well & Bayles, has been elected a vice 
president. 


INTERNATIONAL MILLING CO. 


(H.W. Kastor & Sons Adv. Co., Inc., 
Chicago) 

Adding to the buy for ROBIN HOOD 
fiour noted here Aug. 22, this firm should 
have buying completed by issue date for 
a special promotion in 50 markets. 
Minutes and 20’s in the regular 
distribution areas will run about three 
weeks, with starting dates spread through 
early- and mid-November. Media director 
Harvey Mann is the contact. 


KRAFT FOODS CO. 
(Needham, Louis & Brorby, Inc., 
Chicago) 

A new flight of daytime minutes and 20's 
starts at issue date in 21 markets for 
PARKAY margarine, with frequencies 
ranging from 15 to 20 spots per week. 
Phil Morrow is the timebuyer. 


LANOLIN PLUS, INC. 
(C. J. LaRoche, Inc., N. Y.) 


Having just taken over on a portion of 
this toiletries account, inquiries for 
availabilities in a dozen markets went 
out preparatory to setting schedules on 
WASH ’N TINT and other hair products. 
Filmed minutes in nighttime slots are 
the usual strategy. Mary Mehan is 
the timebuyer. 


LEVER BROS. CO. 
(BBDO, New York) 

A new liquid scouring cleanser, NIFTY, 
is set at BBDO and began testing at 
the end of last month in Madison, Wis., 
and Wichita. Filmed minutes in daytime 
slots run for an indefinite period. Walt 
Reinecke is the timebuyer. 


LEWIS-HOWE Co. 
(McCann-Erickson, Inc., Chicago) 


About issue date, major markets across 
the country will get new schedules for 
TUMS, with new films aimed at the entire 
family running until Christmas. Frequency 
is about six spots per week, Assistant 
media supervisor Ruth Leach is the contact. 


OUR CHANNEL 5 WHIZ IS 
BRUCE C. MEYER YOUR 
PETRYMAN IN DETROIT 


A—Take 5! Latest ARB confirms 
that WNEM-TV is first by far 


in all of Eastern Michigan. 


A—One hour. You take the first, 
half an hour later you take the 
second, and at the end of the 


hour you take the third. 


A—Not only can—but does! The 
325 Drug Stores in WNEM- 
TV'S 25 county area sold $50,- 
728,000 worth of drugs last 


year! 


A—Not illegal—but impossible! 
The man would have to be 


dead to have a widow. 


A—402,000—with an effective 
buying income of more than 
$2,225,000,000.00. A market 


you can’t afford to miss! 
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ATTENTION 


(Grey Adv. Agency, Inc., N. Y.) 


Some 31 markets have been set for the 
famed train-maker’s half-hour filmed 
“special,” The Wonderful World of 
Trains, that will be slotted in each area 


| once between Nov. 26-Dec. 11. Filmed 


TIMEBUYERS: 


minutes and 20’s in kid shows in the 


markets kicked off early this month 


for eight-week runs. Trains, a fantasy 


| featuring juvenile star Paul O’Keefe and 
| character puppets, was filmed in color 


KTRE-TV, Lufkin, Texas has one of the 
highest ARB share of audience in the | 


and is available in black-and-white as 
well. Stations and markets are KTVI St. 
Louis, wuc Pittsburgh, cktw-tv Detroit, 
KGO-TV San Francisco, KTTV Los Angeles, 


| wsp-Tv Atlanta, wFIL-Tv Philadelphia, 
| wrerx New York, wric-tv Hartford, WWL-TV 


New Orleans, wkzo-tv Kalamazoo, 


| WGAL-TV Lancaster, WJAC-TV Johnstown- 


Altoona, woc-tv Davenport, wast Albany, 


| wer-tv Buffalo, woaF-tv Kansas City, 


93.4 


sign-on to sign-off Sunday through | 
Saturday (ARB, MARCH 1960) 


KTRE-TV is recognized by national ad- | 
vertisers as a necessary network buy. | 


KTRE-TV has a full network lineup with 
the best of NBC, CBS and ABC. 


Ask today for availabilities around 
these top rated shows. 


Call Venard, Rintoul & McConnell, | 
Inc., national representatives. 


KTRE-TV 


Lufkin, Texas 


Channel 9 


RICHMAN LEWIN 
Vice President & General Manager 
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west Miami, wow-tv Omaha, WMAR-TV 


| Baltimore, wcn-tv Chicago, WSOC-TV 


Charlotte, wrsM-Tv Indianapolis, WNAC-TV 
Boston, wsyw-tTv Cleveland, WKRC-TV 


| Cincinnati, Kwrv Oklahoma City, KTRK-TV 


Houston, WMAL-tv Washington, D. C., 
wavy-tv Norfolk, Ktvt Fort Worth, 
KMSP-TV Minneapolis, wrMJ-Tv Milwaukee 
and WHEN-TV Syracuse, Jerry Rettig is 
the timebuyer. 


Jack Cantwell, formerly with Comp 
ton Advertising, has joined Sullivam 
Stauffer, Colwell & Bayles as a vieg 
president and management supervisor, 


THOMAS J. MAHON, INC, 
(Kenyon & Eckhardt, Inc., N. Y.) 
Newly placed at K&E, this account is 
breaking into the cold-remedy field 

with PHENYL-DRANE, an antibiotic 
decongestant nasal spray that features 
a “suction” container. Dayton and 





Ce, 


NORTHERN CONN. 














ESTFIEL™ 


DROPPO 
WATERS 
SPACE 


Ww 


seLMONT AVENUE =—-RE 4-34616 
sprmemes = MASS. 


Laundry Makes Splash 


In the minds of some critics the tv medium may be filled with both 
little squirts and big drips. WwLP Springfield has gone a step further 
in admitting its facilities are utilized by one “Droppo Water.” 

Droppo, the brainchild of Lore Kates, advertising agency head in the 


Massachusetts town, is a cartoon 
character used to promote Belmont 
Laundry. He made his first appear- 
ance in October 1958 and quickly 
became a local celebrity. 

“I’m famous,” says Droppo in a 
typical announcement. “After all, 
the Mayflower came over on my 
family.” 

In two years the Belmont cam- 
paign on tv proved so successful 
that the laundry established several 
new pick-up routes to take care of 
the added business. Indicating the 
commercials’ direct influence is the 
fact that the majority of new orders 
for laundry service followed closely 
the coverage area of the station. 

To achieve an animation effect 


at low cost, the Kates agency prepares a series of cartoon “frames” in 
sequence. WWLP’s live cameras cut rapidly from one to another, closely 
following the copy read by the announcer. 

Promotional activity to establish Droppo and Belmont included door- 
to-door sampling of a miniature laundry bag containing a Droppo balloon 
and a package of soap flakes, plus a “Weekend-in-New York” contest 
blank. Belmont Laundry claims its tv campaign is the most effective 
advertising it has ever had in a history that dates back to 1907. 
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The Advertising Federation of America-Advertising Club of New York Refer- 
ence Library, located in the federation’s new offices at 655 Madison Avenue, 
has been dedicated by officials of the two organizations, including (l. to r.) 
Horace Nahm, president of the Advertising Club of New York and president 
of Hooven Letters; AFA president C. James Proud, and AFA vice chairman 
John P. Cunningham, chairman of the board, Cunningham & Walsh. The 


library is open to the entire advertising industry. 





Syracuse are the introductory test markets, 
with schedules of nighttime filmed 
minutes set for an indefinite run. The 
“expectations” are that the product 
will be ready for a national push by 
January. Mary Dwyer is the timebuyer. 


MARS, INC. 


(Needham, Louis & Brorby, Inc., 
Chicago) 


A 1961 increase in spot is reported by 
this candymaker which will set a campaign 
of minutes and 20’s in 50 markets on 
Feb. 1. The eight-week push, featuring 
MILKY WAY, SNICKERS and THREE 
MUSKETEERS, stems from the successful 
1l-market push noted here Sept. 5. Don 
DeCarlo is the timebuyer. 


MIDLAND PHARMACAL CO. 
(Street & Finney, Inc., N. Y.) 

New activity was noted for this company’s 
SNUG DENTURE PADS, which sets 
infrequent schedules in selected markets, 
with light placements of night minutes 
starting early this month for about six 
weeks. Media director Helen Thomas 

is the contact. 


MORTON FROZEN FOODS, 
Div. Continental Baking Co. 
(Ted Bates & Co., Inc., N. Y.) 


Adding to the buy reported here Oct. 3, 
MORTON’S frozen biscuits was noted 
setting holiday-cooking schedules of mostly 
ID’s in a group of scattered markets. 

In strong frequency, the spots run about 
six weeks to the pre-Christmas period. 
Greg Sullivan is the timebuyer. 


-— SPRAY CRANBERRIES, 
NC. 


(BBDO, New York) 


With the return of this advertiser to 

spot at the first of the month, the campaign 
is noted to include only the 30 markets 
originally planned. While additional 
markets had been considered, (Spot 


Report, Sept. 19), it was evidently 
decided to use heavier schedules in 
fewer areas. Strong frequencies of both 
day and night minutes run until 
Christmas. John Nielan is the timebuyer. 





Going & Coming 

Don McKenzie, vice president in the 
Los Angeles office of Fuller & Smith & 
Ross, Inc., and a founder of Stromberger, 
LaVene, McKenzie Advertising, which 
merged early this year with F&S&R, leaves 
the firm Nov. 30 to establish his own 
organization. Mr. McKenzie intends to 
serve as consultant to management in 
advertising, marketing and public rela- 


MR. LAVENE 


tions. Norval LaVene, second of the part- 
ners in Stromberger, LaVene, McKenzie, 
was appointed manager of the F&S&R 
Los Angeles office. 

At year-end, William FE. McKeachie 
will retire as president of the McCann- 
Marschalk Co. after 31 years with Mce- 
Cann-Erickson, Inc. Assuming the presi- 
dent’s title is Stuart D. Watson, chairman 
of the former agency. 


the 
six 
dynamic 


WLW 


stations 


reach 20 million 
people in 9 states 


with entertainment, education, and 
public service unequalled by any 
broadcaster in the history of the 
industry. Our pride and our 
privilege! 


WLW RADIO 


38th year on the air, consistently ranks 
among the top 10 Radio Stations in 
America! 


WLW TELEVISION 


B&W TV pioneer and now COLOR 
TV leader in the Country! 


WLW-T WLW-D 


Television Television 
Cincinnati Dayton 


WLW-C WLW-I 


Television Television 
Columbus Indianapolis 


WLW-A 


Television 
Atlanta 


So when buying Radio or TV time, 
call your WLW Representative. You'll 
be glad you did. 
Crosley Broadcasting Corporation 
a division of Avco 


November 14, 1960, Television Age 67 





“SUNNY” DELIVERS 


210 000 


In this ever ex- 
anding, ‘buy- 
appy’ market, 

“Sunny” delivers 

your message to 

210,000 TV 

homes daily! And 

does it at the 
lowest cost per 
thousand! 


- 2 2 


a 2 


CHANNEL 38 
TAMPA - ST. PETERSBURG 


Natl. Rep: VENARD, RINTOUL 
& McCONNELL 


S.E. Rep: JAMES S. AYERS (nics #3) 








RADIO and TELEVISION 
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| and harvest conditions. 


| in about 20 markets next year. 
director Bill Hinman is the contact. 


| PHILLIPS-VAN HEUSEN CORP. 


PAPER-MATE CO. 


(Foote, Cone & Belding, Inc., 
Chicago) 

A two-week campaign will get under 
way in 40-50 top markets early next 
month on gift-packed Paper-Mate pens. 
Prime-time ID’s in frequencies of 
15-20 spots weekly will run. Joe E. 
Brown is featured in the films. Pat 
Chambers is the timebuyer. 


PHILLIPS PETROLEUM CO. 


| (Lambert & Feasley, Inc., N. Y.) 


| While Phillips has long utilized spot 
| to promote its gasoline, next spring will 


find the company setting schedules in 


| some 15 farm markets on its fertilizers. 


Exact start dates and duration of schedules 
will vary depending on local planting 
For its service 
stations, incidentally, Phillips plans 

to add news/weather/sports programs 
Media 


(Grey Adv. Agency, Inc., N. Y.) 


Activity was still on at press time for 
the pre-Christmas drive of this shirtmaker 
reported here Oct. 17. Night minutes and 
20’s in moderate frequencies will run 
until a week before the holiday in about 


| 30 major markets. Jerry Rettig is the 


timebuyer. 


| PILLSBURY CO. 


(Campbell-Mithun, Inc., Minneapolis) 


A new flight on Pillsbury’ss BALLARD 
flour gets under way this month in 
southeastern markets. About 12 nighttime 


The peripatetic $3-million account of 


Jacob Ruppert Brewing Co. swings back 
| to Warwick & Legler at the first of the 
| year. Norman, Craig & Kummel, Inc., has 


held the regional Knickerbocker beer brand 


| since last January, acquiring it from Comp- 





ton Adv., Inc., which wooed it from 


ID’s weekly will run for three weeks, 
Rudi Marti is the timebuyer. 


PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N. Y.) 


At the end of October ZEST placed new 
schedules of mostly nighttime minutes 
in about 30 markets, with the spots to 
run through the P&G contract year, as 
usual. Merrill Grant is the timebuyer. 


SHULTON, INC. 
(Wesley Associates, N. Y.) 


In a somewhat different pre-Christmas 
campaign, the maker of OLD SPICE and 
DESERT FLOWER toiletries has lined 
up 85 stations to carry a series of 

five half-hour filmed dramas between 
Nov. 20 and Dec. 23. Shulton Holiday 
Playhouse is the title given the anthology 
series (mostly comprised of “pilots” 

of other series). In addition to the half-how 
buys, there are schedules of filmed } 
minutes to be utilized for additional push 
and fill-in. Playhouse stations and markets 
are WAKR-TV Akron; waca-Tv Atlanta; 
WBAL-TV Baltimore; WNAC-TV Boston; 
wcyB-TV Bristol, Va.; wesc-tv Charleston} 
WHTN-TV Huntington; wstv Charlotte; 
woEF-Tv Chattanooga; wcNn-Tv Chicago; 
wkrc-Tv Cincinnati; wyw-tv Cleveland; 
KLz-TV Denver; WHO-TV Des Moines; 
WJBK-TV Detroit; wosM-tTv Duluth; wrvp 
Durham; wtvw Evansville; KFRE-TV 
Fresno; wsjs-tv Greensboro; WLOS-TV 
Asheville, N. C.; wric-tv Hartford; Kona 
Honolulu; Kprc-tv Houston; WFBM-TV 
Indianapolis; wytv Jackson; WFGA-TV 
Jacksonville; woar-tv Kansas City; KTTV 
Los Angeles; wHAs-Tv Louisville; wisc-t¥ 
Madison; wrec-Tv Memphis; wPsT-TV 
Miami; witi-tv Milwaukee; wcco-Tv 


Agency Changes 


Warwick & Legler in 1957. 

Another account worth $3 million, that 
of the Parker Pen Co., will leave Tatham 
Laird, Inc., Chicago, early next year fo 
one of five agencies asked to prepar 
solicitations. 


The radio-tv billings of Renault, Ine, 





When you buy 


KCTV, SAN ANGELO 


* San Angelo 


YOU ARE BUYING 
THE FASTEST GROWING 
MARKET IN WEST TEXAS 
© F cry, san anctio A 

J. HARLEY HUBBARD, GEN. MGR. 


Represented by 
VENARD, RINTOUL & McCONNELL, INC. 


returned to Needham, Louis & Brorby, 
| Inc., after a year’s stay at Kudner Agency, 
| but it is doubtful the auto importer will 
use broadcast (at least network) to any 
great extent next year. NL&B handles the 
Renault print campaigns. 

P. Lorillard Co., which has had all od 
|its brands handled by Lennen & Newell, 
Inc., since 1957, moved its new Old Gold 
Spin Filters and Spring menthol brand 
to Grey Adv. Agency, Inc. 

Ted Bates & Co., Inc., already holding 
Clorets, Rolaids and other products @ 
American Chicle Co., takes over Jan. 1 
on the firm’s chewing gum 
Inc., has held 


Dentyne 
Dancer-Fitzgerald-Sample, 
the $2-million account. 
Leaving Benton & Bowles, Inc., Anse 
films and Ozalid divisions of General Ant 
line Corp. will select a new agency from 
a group making presentations. 
| Stouffer Corp., which moved its frozer 
| foods division out of J. Walter Thompsoa 
|Co., named Ketchum, MacLeod & Grovg 


Inc., as its new agency. 
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WOOD Day at Wurzburg’s 


woop-Tv and woop Radio Grand Rapids joined talent and facilities 
forces recently to provide Wurzburg’s, the Michigan city’s largest depart- 
ment store, with an initial and highly successful sponsorship of a store- 
wide “woop Day at Wurzburg’s.” For one full day the stations’ combined 
talent was in the store: women’s director Carol Duvall ran a hat style 
show in the store restaurant; Romper Room teacher Jean Gordon and 
kid-show personality “Fireman Freddie” visited with the small fry in 


| UP 
SALES — 


BUY 





——_ 
Enjoying “Luncheon with Carol” during the day at Wurzburg’s were 
(l. to r.) W. S. Martens, director of customer relations for the store; 
Irene VanderTye, millinery fashion buyer; Willard Schroeder, president 6] 5 1 naalpapevan 
and general manager of woop-tv-AM; F. G. Schoeck, president of Wurz- 
burg’s and Carol Duvall, women’s director of the stations. 


Ete | x } ROCKFORD 








the various children’s departments; announcer George Davis cooked and 
distributed pizzas in the housewares department, and disk jockey Bruce 
Grant ran his record show from the main floor. 

Said Frederick G. Schoeck, president of Wurzburg’s: “Despite the 
fact that woop Day was a rainy one, we exceeded our quota. Our buyers 
reacted enthusiastically. We concluded that woop Day had character and 
stature that ranked it in importance with the arrival of Santa Claus as a 
store promotion. We liked it and intend to repeat it annually.” 


LAUREL 
AND 

HARDY 
SHOW 

Gets Top Ratings On 


WCBS-TV New York 








Minneapolis; WEAR-TV Pensacola; WSFA-TV 
Montgomery; wMTw-Tv Poland Spring; 
wiac-tv Nashville; wwi-tv New Orleans; 
werx New York; wrar-tv Norfolk; wKy-TV 
Oklahoma City; wow-tv Omaha; WLOF-TV 
Orlando; weEK-tv Peoria; WFIL-TV 
Philadelphia; KPHO-TV Phoenix; wiic 
Pittsburgh; Kprv Portland, Ore.; WPRO-TV 
Providence; wrvr Richmond; WREX-TV 
Rockford, Ill.; Kcra-Tv Sacramento; 





Claaleth M. 


Station, Network and 


KsL-TV Salt Lake City; KENS-TV San 
Antonio; KFsp-Tv San Diego; KRON-TV 
San Francisco; werE-tv Wilkes-Barre; 
KIRO-TV Seattle; KxLY-Tv Spokane; WWLP 
Springfield; wsun-rv St. Petersburg; 
wspp-Tv Toledo; Kvoo-tv Tulsa; WKTV 
Utica; wrop-tv Washington; WTRF-TV 
Wheeling; Ktva Wichita-Hutchinson ; 
wwor-Tv Worcester; WJRT-TV Flint; wstv- 
TV Steubenville; wops-Tv Roanoke and 
Stations not yet set at press time in 

Corpus Christi, El Paso, Little Rock, 
Buffalo, Columbus, Rochester, Shreveport, 
Grand Rapids, Syracuse, Knoxville, 

St. Louis, Schenectady and one or two 
others. Media director Joseph Knap is the 
contact. 





Personal Representative 


representing 
KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
KSBW-TV, Salinas, Calif. 
KSBY-TV, San Luis Obispo 
WIMA-TV, Lima, Ohio 
WPEN-TV, Traverse City, Mich. 
WTOM-TV, Cheboygan, Mich. 


235 East 46th Street, New York 17, N. Y. 


Plaza 5-4262 





Wire or phone 

Art Kerman 

today for Z 
availability 

in your market, \ 


GOVERNOR TELEVISION 


PLaza 3-6216 
375 Park Avenue, N.Y.C. 
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ARB City-by-City Ratings September 


BALTIMORE 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
. Johnny Midnight* (MCA) wBaL-TV 
Wed. 10:30 ... 
- Popeye* (UAA) wsz-Tv Sat. 
- Decoy (Official) wsz-tTv Thu. 
- Lock Up (Ziv-UA) wBaL-Tv Sun. 
. Adventure Theatre* (Cinema-Vue) 
WMAR-TV Thu. 
. Shotgun Slade (MCA) wMAR-Tv Sat. 
- Panic*® (CNP) wBaL-Tv Thu. 7:30 
. Rescue 8 (Screen Gems) weaL-tTv Tue. 
. Cireus Boy (Screen Gems) 

WBAL-TV Sat. 11:30 a.m. 

.- Death Valley Days (U. S. Borax) 

WMAR-TV Sat. 

Sea Hunt (Ziv- UA) WBAL-TV Mon. 7 . 
. Whirlybirds (CBS) wmar-Tv Wed. 6: 30. 
- Phil Silvers (CBS) wspat-tv Thu. 10:30 
« Casey Jones* (Screen Gems) wsz-Tv Sat. 
. This Man Dawson (Ziv-UA) 

WBAL-TV Sat. 

TOP FEATURE FILMS 
. Early Show wsz-tv Sun. 6-7:15 .... 
- Big Movie wMar-Tv Sat. 10:30-1:30 a.m. ... 
- Early Show wsz-Tv Thu. 6-7:15 
. Shirley Temple wMaR-Tv Sun. 
Late Show wsz-tTv Tue. 10:45-1 a.m. 
. Late Show wsz-tv Wed. 11-12:45 a.m. 
Late Show wsz-tv Fri. 11-1 a.m. 
TOP NETWORK SHOWS 
Gunsmoke* WMAR-TV 
Perry Mason WMAR-TV . 
- Have Gun, Will Travel wMaR-TV ... 
Wagon Train WBAL-TV 
I've Got a Secret WMAR-TV 
. What’s My Line wmar-ty 
The Price Is Right wBaL-TV 
- Hawaiian Eye wiz-Tv . 
- Ed Sullivan wMaR-Tv 
. The Real McCoys wsz-Tv 
. The Untouchables wsz-Tv 


>> & ww we 


Oatans & & wen 


4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

Sea Hunt* (Ziy-UA) Kiz-Tv Sat. 8:30 .....40 
- Lock Up* (Ziv-UA) KLz-Tv Sat. 9 .........32 
. This Man Dawson* (Ziv-UA) 

KIz-TVv Sat. 9:30 
- Death Valley Days (U. S. Borax) 

KLZ-TV Mon. 8:30 
. State Trooper (MCA) KOA-TV Mon. 9:30 .... 
- Huckleberry Hound (Screen Gems) 


. Whirlybirds* (CBS) Kiz-tTv Mon. 9 

+ Flight* (CNP) koa-tv Wed. 8:30 

- U. 8. Marshal (NTA) Koa-tv Sat. 9 

. Play of the Week (NTA) Koa-TV Sun. 8:30 .. 
. Adventure Theatre* (Cinema-Vue) 


. Sweet Success* (ITC) Kuz-TV Sun. 9 
. Not For Hire (CNP) Koa-TV Mon. 9 
- The Playhouse* (ABC) Koa-Tv Tue. 6:30 
- Four Just Men* (ITC) Ktz-tTv Tue. 7 ...... 
. Speedway International* (Banner) 

MBUY The. 6:80 .ncccccccccceccocccccesed’d 
- Hiram Holliday (Victory) xoa-rv Thu. 8:30 .11 
+ Manhunt* (Screen Gems) KLz-Tv Thu. 9:30 .11 
- Rescue 8* (Screen Gems) KLz-Tv Fri. 9:30 ..11 
. Circus Boy (Screen Gems) Koa-Tv Sat. 9:30 .11 

TOP FEATURE FILMS 

. Best Movie of the Week KTVR 

Fri. 10-12:15 a.m. .. 
- Best Movie of the Week* KTvRk Tue. 9:15-11 . 
. Best Movie of the Week xTvr Sat, 10-12 mid. 
- Best Movie of the Week 

OVE ee. DO-BSRE GM, 2 ciccccccscccecece 
- Movie Masterpiece KeTv Sun. 10-12:15 a.m. . 

TOP NETWORK SHOWS 
Gunsmoke* KLz-TV 
Diagnosis Unknown* 
Lawrence Welk KBTV 
Have Gun, Will Travel KLz-Ty 
77 Sunset Strip KBTv 
Wagon Train Koa-Tv 
Spike Jones* KLZ-TV ... 
The Real McCoys Kstv 
Groucho Marx KOA-TV ,... 
The Untouchables* Kerv . 
Robert Taylor’s Detectives KETV 


eee eereeeE 


“Indicates programming changes during four-week 
period. Ratings for one week are given. 
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BOSTON 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. U. S. Marshal* (NTA) wnac-Tv Sat. 10:30 .25 


Border Petrol (CBS) waz-tzv Wed. 7 ........19 


- Johnny Midnight* (MCA) wsz-Tv 


Wed. 10°30 ... 


- Death Valley Days “Ww. 8. Borax) 


wez-Tv Fri. 7 


. Rescue 8 (Screen Gems) wNac-Tv Tue. 7:30 .14 
- Highway Patrol (Ziv-UA) wez-tv Sat. 7 ....14 
- The Heneymooners* (CBS) wNac-Tv 


. Phil Silvers (CBS) waz-ty Thu. 


Mike Hammer* (MCA) wNao-Tv Sat. 7 


. Not For Hire* (CNP) wupu-tv Sat. 10 
. Quick Draw McGraw (Screen Gems) 


WNAO-TV Mon. 6:30 


. This Mar Dawson (Ziy-UA) wsz-tv Thu. 7 

- Man Called X* (Ziy-UA) wHpDH-tv Fri. 

- Brave Stallion (ITC) waz-Tv Mon. 7 

. State Trooper (MCA) wnao-Tv Thu. 

. Whirlybirds* (CBS) wwnac-tv Fri. 

. Top Pro Golf* (Glen Films) wHpu-tv Sat. 5 . 
- Man Called X* (Ziv-UA) wHDH-TV 


Sat. 10:30 


. Campy’s Corner* (Herritage) WHDH-TV Sun. 


Cannonball* (ITC) wHpu-tv Sun. 6:30 


TOP FEATURE FILMS 


. Cinema 7 wNnao-Tv Sun. 12-4.30 

- Movie 5* wuHpu-tTv Sat. 1:30-4:30 

. Million Dollar Movie wNac-Tv Sat. 

- Command Premiere wBz-Tv Sun. 2-5 

. Wednesday Showcase wNac-Tv Wed. 6:30-8:30 5 


TOP NETWORK SHOWS 


Wagon Train wez-Tv 

77 Sunset Strip WHDH-TV 
Perry Mason WNAC-TV 
Lawrence Welk* WHDH-TV 
Gunsmoke* WNAC-TV 

Ed Sullivan wNac-Tv 

I’ve Got a Secret wNAO-TV 
The Real McCoys WHDH-TV .. 


- The Price is Right wsz-Tv 


Loretta Young wWBZ-TVY 


DETROIT 
4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Sea Hunt* (Ziv-UA) wsBK-Tv Sat. 10:30 


Huckleberry Hound (Screen Gems) 
OKLW-Tv Thu 


. Divoree Court* (KTTV) wssK-tv Tue 
- Tombstone Territory (Ziy-UA) wxyz-Tv 


. Not “For Hire (CNP) wws-tv Sun 10:39 

. Follow That Man* (MCA) wsBK-Tv Tue. 8 . 
. This Man Dawson* (Ziv-UA) wsBK-Tv Fri. 8 . 
. Manhunt* (Screen Gems) wsBK-Tv Fri. 10:30 . 


Rescue 8* (Screen Gems) wxyz-Tv Sun. 6:30 . 


. Adventure Theatre* (Cinema-Vue Corp.) 


WIBK-Tv Thu. 106 
San Francisco Beat* (CBS) wspK-Tv Mon. 7 . 


. Sweet Success* (ITC) wws-Tv Mon. 7 
. Quick Draw McGraw (Screen Gems) 


OKLW-Tv Tue. 6:30 


. Shotgun Slade* (MCA) wws-Tv Tue. 
. Popeye (UAA) cKLW-tTv M-S 6 


Woody Woedpecker (Burnett) CKLW-TV 
Wed. 6:30 


. Border Patrol (CBS) wws-tv Wed. 
. lock Up (Ziv-UA) wispeK-Tv Wed. 8 
. Death Valley Days (U. S. Borax) wxyz-Tv 


Fri. 


TOP FEATURE FILMS 


. Nightwatch Theatre WJBK-TV 


Sat. 11:15-2:30 a.m. 


. Million Dollar Movie CKLW-TY 


Sun. 3:30-5:30 


. Million Dollar Movie ckLW-TV Thu. 7°30-9 


Hollywood Showease* wsBkK-Tv Sun. 1-4:15 


. Million Dollar Movie okLw-Tv Tue. 7-8:30 .. 


Hollywood Playhouse* wxyz-Tv Sat. 1:30-3 


TOP NETWORK SHOWS 


. Gunsmoke* WJBK-TV 


77 Sunset Strip wxyz-tTv 
Have Gun, Will Travel wsBK-TV 
Loretta Young wws-Tv 


. Wagon Train wwJ-tTv 


The Untouchables Wxyz-Tv .. 
The Real McCoys wxyz-Tv . 
I’ve Got a Secret WJBK-TV 
Perry Mason wWJRK-TV 
Hawaiian Eye wxXYz-TV 
What’s My Line wsBK-Tv 


1960 


CHICAGO 


4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 

. Trackdown* (CBS) wBBM-tTv Sat. 9:30 . 
. Sea Hunt (Ziy-UA) woN-Tv Mon. 9:30 
. San Francisco Beat (CBS) won-tv Wed. 9 .. 
. Huckleberry Hound (Screen Gems) 

won-tv Wed. 7 
. Manhunt (Screen Gems) wGNn-Tv Wed. 9:30 .1f 
4. Adventures of Jim Bowie* (ABC) 

wnsq Wed. 9:30 
. Death Valley Days (U. 8. Borax) 

wGN-Tv Tue. 9:30 
. Dick Powell Theatre (Official) 

WBBM-TV Tue. 6:30 
. Highway Patrol (Ziv-UA) won-tv Tue. 9 .. 
. Mike Hammer (MCA) weN-tTv Thu. 9:30 ... 
. Rescue 8 (Screen Gems) WGN-TV Mon. 8:30 . 
- David Niven Theatre (Official) 

WRBM-TV Tue. 
. State Trooper (MCA) wGN-TV Mon. 9 
8. N. Y¥. Confidential (ITC) wBkB Tue. 9:30 .. 
. Leck Up (Ziv-UA) wnsq Thu. 


TOP FEATURE FILMS 
. Best of CBS* wsepM-tTv Sat. 10-12:30 a.m. .. 
. Movietime USA wBKB Mon. 10-11:30 
3. Late Show wBBM-Tv Thu. 10:15-12:15 a.m. . 
. Late Show weBM-Tv Fri. 10:15-12:15 am. . 
. Late Show wBBM-Tv Sun. 10:15-12:15 a.m. . 


TOP NETWORK SHOWS 
. Gunsmoke* WBBM-TV 
. What’s My Line wBBM-TV 
. Father Knows Best WBBM-TV 
Lawrence Welk WBKB 
. Hawaiian Eye weKs 
. Alfrea Hitchcock WBBM-TV 
. Loretta Young wnsq 
. Perry Mason WBBM-TV 
. The Comedy Spot* wBBM-TV 
. 77 Sunset Strip WBKB . 


MINNEAPOLIS-ST. PAUL 
4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 

. Death Valley Days* (U. S. Borax) 

wooo-Ttv Sat. 9:3 
. Huckleberry Hound (Screen Gems) 

wooo-Tv Tue. 6:30 
. Lock Up* (Ziv-UA) KsTP-tTv Wed. 9:30 . 
. Border Patrol (CBS) kKsTP-Tv Thu. 9:30 
. Cireus Boy (Screen Gems) 

KSTP-TV Sat. 10:30 a.m. 
. Four Just Men (ITC) weoo-Tv Tue. 7 
. Sea Hunt (Ziv-UA) wTon-tv Tue. 9:30 
. Home Run Derby* (Ziv-UA) wooo-Tv Thu. 9 . 
. Whirlybirds (CBS) wron-tv Fri. 6 
. Wild Bill Hickok (Screen Gems) 
KMspP-Tv Sat. 5 
Bishop Sheen (NTA) KMSP-Tv Tue. 
. Plight (CNP) KMspP-Tv Wed. 7 
. Code 3 (ABC) kKmsp-Tv Wed. 8 
Silent Service (CNP) KMspP-Tv Thu. ocean 
U. S. Marshal (NTA) wron-Tv Thu. 9:30 ... 
. Sheriff of Cochise (NTA) KMspP-Tv Fri. 7:30. 
. Gray Ghost (CBS) kKmsp-tv Fri. 
. The Californians (CNP) KMspP-TV Fri. 8:30 .. 
. Adventures of Jim Bowie (ABC) 
KMSP-TV Sat. 6 
State Trooper (MCA) KsTP-TV Sun. 10:30 .. 


TOP FEATURE FILMS 
. Critics Award* woco-Tv Sat. 10:30-11:45 .. 
9 O’Clock Movie KMsP-Tv Sun. 9-10:30 .... 
Hollywood Matinee KMsP-Tv Sun. 4-5:30 .... 
9 O'Clock Movie KMsP-Tv Fri. 9-10:30 
9 O’Clock Movie KMsP-Tv Wed. 9-10:30 
9 O'Clock Movie KMsP-Tv Tue. 9-10°30 


TOP NETWORK SHOWS 
. Gunsmoke* woco-Ty 
. What’s My Line woco-Tv 
- I've Got a Secret woco-Tv 
Father Knows Best. woco-Tv 
To Tell the Truth* woco-Tv 
Wagon Train KsTP-TV 
Groucho Marx KSTP-TV 
Alfred Hitchcock wcco-Tv 
The Real McCoys wTcNn-Tv 
77 Sunset Strip wrcn-Tv 
. Loretta Young KsTP-Tv 
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CINCINNATI 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 
. This Man Dawson* (Zivy-U 
wkro-Tv Sat 
. Sea Hunt (Ziy-UA) WKRO-TV 
. Rescue 8 (Sereen Gems) WLW-T Fri. 
. Woody Woodpecker (Burnett) 
woPo-Tv Mon. 
. Quick Drav McGraw (Sersen Gems) 
wopo-Ty Tue 
. Tombstone Territory (Ziv-UA) 
wopo-Tv Wed. 
. Whirlybirds* (CBS) wopo-Tv Sun. 6 
. Target (Ziy-UA) wkRo-Tv Sat. 
. Manhunt (Screen Gems) WLW-T Sat. 


_ The Vikings* (Ziv-UA) wopo-Tv Wed. 6:30 


. Home Run Derby* (Ziv-UA) 
wLw-T Wed. 10:30 
. Four Just Men (ITC) wiw-T Thu. 7 


. Johnny Midnight (MCA) wxkro-Tv Wed. 9 .. 


. Huckleberry Hound* (Screen Gems) 
wopo-Tv Thu. 
. Phil Silvers (CBS) wxro-tv Thu. 7 


TOP FEATURE FILMS 
. Home Theatre* WKRC-TV 
Sat. 11:15-12:45 a.m. 
_ Feature Film wkKRo-Tv Sat. 1-2:30 
. Feature Theatre* wiw-T Sat. 
. Saturday Matinee* wopro-Tv Sat. 3:30-5 


_ Gold Cup Theatre wLw-T Sat. 11:15-3 a.m. 


_ Saturday Showvoat wKRO-Tv Sat. 2:30-5 


TOP NETWORK SHOWS 
. Wagon Train WLW-T 
77 Sunset Strip WOPO-TV 
The Real McCoys WOPO-TV 
Perry Mason WKRO-TV 
Gunsmoke* 
The Price Is Right WLW-T 
Hawaiian Eye WCPO-TV 
Ernie Ford* WLW-T 
Leave It to Beayer WCPO-TV 
Lawrencs Welk WCPO-TV 


SAN FRANCISCO 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
. Sea Hunt (Ziv-UA) KRoN-Tv Tue. 7 
. Tombstone Territory* (Ziv-UA) 
KRON-TV Tue. 8:30 

. Border Patrol (CBS) KRON-TV Fri. 

. San Francisco Beat* (CBS) KPrIx Sat. 

. Manhunt (Screen Gemr) 

. Tombstone Territory* (Ziv-UA) 
KRON-TV Wed. 7 

. Cannonball (ITC) KTvU Mon. 

Rescue 8 (Sereen Gems) 
KRON-tTY Wed. 6:39 .... 
The Play of the Week (NTA) KTVU Wed. 

. Night Court (Banner) KTVU Fri. 

. Wonders of the World (Crosby/Brown) 
KTvu Tue. 

. Quick Draw McGraw (Screen Gems) 

KTvu Thu. 6:30 .... 

. Bold Journey* (Banner) KPIx Thu. 
Divorce Court (KTTV) KRON-Tv Sat. 
Huckleberry Hound (Screen Gems) 

KTvu Wed. 6:: 
Science Fiction Theatre* (Ziv-UA) 

KRON-TV Wed. 10:30 
State Trooper (MCA) KTVU 


TOP FEATURE FILMS 
. Fabuicus Features* KPrx Sun. 
. Early Show Kprx Wed, 6-7 
. Movietime KRON-TV Sun. 
Early Show Kprx Fri. 6- 
Early Show Kprx Mon. 6-7 
. Early Show kprx Thu. 6- 


TOP NETWORK SHOWS 
77 Sunset Strip KGO-TV 
. Perry Mason KPIX 
Wagon Train KRON-TV 
Have Gun, Will Trayel* KPIxX 
. The Real McCoys KGo-TV 
Ed Sullivan Kprx 
Peter Gunn KRON-TV 
Laramie KRON-TV 
Alfred Hitchcock KPIx 
. Miss America* KPIXx 
GE. Theatre KPIx 
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CLEVELAND 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. Grand Jury* (NTA) wsw-tv Sat. 10:30 


U. S. Marshal* (NTA) wews Fri. 10:30 . 
Coronado 9* (MCA) Kyw-Tv Wed. 10:30 
Lock Up* (Ziv-UA) Kyrw-Tv Sun. 10:30 
Phil Silvers (CBS) kyw-tTv Thu. 10:30 
Life of Riley* (CN *) Kyw-tv Fri. 8:30 
The Playhouse (ABC) wews Mon. 10:30 
Mike Hammer (MCA) wews Tue. 10:30 
Woody Woodpecker (Burnett) Krw-tTv Thu. 
Paul Coates* (KTTV) waw-tv Fri. 


. Cireus Boy (Screen Gems) 


Kyw-Tv Sat. 11:30 a.m. 


. Charlie Chan* (ITC) wsw-tv Sun. 3:30 
- Bold Venture (Ziy-UA) wews Sun. 10-30 
- Huckieberry Hound (Screen Gems) 


KYW-TV Mon. 7 


- Royal Canadian Mounted Police (CNP) 


Kyw-Tv Tue. 7 
Follow That Man* (MCA) wiw-tv 


8. Death Valley Days (U. 8. Borax) 


> Quick Draw McGraw (Screen Gems) 


~ 


TOP FEATURE FILMS 


- Late Show Kyw-Tv Fri, 11:15-2:45 a.m. 
. Late Show Krw-tTv Sat. 11:15-2:15 a.m. 
. Nite Movie wsw-Tv Sat. 11:15-2:15 a.m. 
. Masterpiece Theatre* wsw-tv Sun. 6-7:30 
. Afternoon Movie* wsw-tv Sun. 


TOP NETWORK SHOWS 


. Gunsmoke wsw-Tv 


Hawaiian Eye wews 
The Untouchables wews 


. Maverick wews 


The Real McCoys wews 


. Father Knows Best wsw-tv 


The Price Is Right kyw-Tv 
Wagon Train Kyw-Tv 
Ernie Ford* Kyw-Tv 

77 Sunset Strip* wews 


- Lawrence Welk wEews 
. Lawman wews 


SEATTLE-TACOMA 
5-Station Report 
(four-week-ratings) 


TOP SYNDICATED FILMS 


1. Bold Journey* (Banner) KomMo-TV Wed. 9 
2. Seven League Boots* (Screen Gems) 


KOMO-Tv Wed. 9:30 


- Coronado 9* (MCA) KIRO-TV Sat. 

. This Man Dawson (Ziy-UA) KrIRo-TV Sat. 
. Trackdown* (CBS) kKomo-Tv Thu. 6:30 
6. Death Valley Days* (U. S. Borax) 


KING-TV Sun. 9:30 


- Mankunt* (Screen Gems) KING-TV Tue. 9 130 
7. Quick Draw McGraw* (Screen Gems) 


KING-TV Thu. 6:30 


. Huckleberry Hound* (Screen Gems) 


KING-Tv Fri. 7 


- Colonel Flack* (CBS) KING-TV Sun 

. Four Just Men* (ITC) kING-TV Wed. 
. Mike Hammer* (MCA) KING-TV Fri 
. Championship Bowling (Schwimmer) 


KOMO-TV Sat. 9:30 


. Passing Parade* (MGM-TV) 


KING-TV Fri. 6:30 


- Sea Hunt (Ziv-UA) KING-Tv Sat. 


TOP FEATURE FILMS 


. Big 7 Movie Krro-Tv Sat. 10:30-12:30 a.m 
. Armchair Theatre KING-TV Sun. 3-5 

. Saturday Matinee KomMO-TV Sat. 3-4:30 

. Royal Theatre KING-TV Sat. 4-5: 

. Fourmost Movies KOMO-TV 


Fri. 10:30-12:15 a.m. 


. Fourmost Movies* KoMO-Tv 


Thu. 10:30-12 Mid. 


TOP NETWORK SHOWS 


. Hawaiian Eye* KOMO-TV 
. The Beal McCoys* KoMo-Tv 
. The Untouchables* komo-TVv 


77 Sunset Strip* 


. Robert Taylor’s Detectives* KomMo-TV 


The Rebel* KoMO-TV 


. Bourbon St. Beat* komo-Tv 


The Rifleman KOMO-TYy 


- Wagon Train* KING- 
. Gunsmoke* KIRO-TV 


DALLAS-FT. WORTH 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


1. Death Valley Days* (U. 8. Borax) 


Senna oauws wee 


KRLD-Tv Sat. 9:30 
. The Brothers Brannigan (CBS) 
WFAA-TV Tue. 9:30 
. Adventure Theatre* (Cinems-Vue 
Corp.) KRLD-TvV Thu. 9 . 
- Top Plays* (Screen Gems) 
weap-tv Wed. 9:30 = 
. Frontier (CNP) weap-ty Thu. 9: 30, - 1 
- Rough Riders* (Ziy-UA) wraa-tTv Thu. 6:30 . 
. Life of Riley* (CNP) wraa-ty 
Sat. 11:30 a.m. 
. Air Power* (CBS) wraa-tv Sat. “10: 30 
- Mackenzies Raiders* (Zivy-UA) 
WBAP-TV Sun. 9:30 
- Cireus Boy (Screen Gems) 
Sat. 10:39 a.m. 
- Manhunt (Screen Gems) wraa-tv Thu. 9:30 
. Four Just Men* (ITC) wraa-tv Sat. 9:30 
- Pony Eapress (CNP) xKrip-ty Thu. 7:30 
- Sea Hunt (Ziv-UA) wraa-tv Fri. 10:30 
I Led Three Lives* (Ziv-UA) wraa-tv Sat. 
P FEATURE 
. Saturday Showcase weap-Tv Sat. 5-6:30 
- Movietine* KRLD-TV Sat. 10°45-11:45 
- Channel 8 Theatre wraa-tTv Sat. 11-2 a.m 
- Gold Award Theatre krvr Sun. 4-6 
. Mystery Matinee krvr Sat. 2:30-4 
TOP NETWORK SHOWS 
. Gunsmoke* KRLD-Ty 
Have Gun, Will Travel KRLD-Tv 
What's My Line KRLp-Tv 
77 Sunset Strip wraa-tv 
Wagon Train wsap-tv 
I’ve Got a Secret KRLD-TV 
The Rebel wraa-tTv 
The Real McCoys* 
Lawman WFAA-TV 
Alfred Hitchcock KRLD-TV 
Wyatt Earp* 
Maverick wWraa-Tv 


WASHINGTON, D. C. 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS = 
. Silent Service* (CNP) wmMat-tv Sun. 7 . 
. Huckleberry Hound (Screen Gems) 
wtte Thu. 7 
- Science Fiction Theatre* (Zivy-UA) 
WMAL-TV Sun. 6 
- Grand Jury* (NTA) wro-rv Wed. 10:30 
- Adventure Theatre* (Cinema-Vue Corp.) 
wror-tv Thu. 10 
. Tombstone Territory (Ziy-UA) wro-Tv 
Wed. 7 
- San Francisco Beat (CBS) wropr-tv Mon. 
- Night Court (Banner) wrrc Thu. 8 
Trackdown* (CBS) wmMat-Tv Sun. 6:30 
. Deputy Dawg (CBS) wrre Thu. 6:30 
. Johnny Midnight* (MCA) wro-Tv 
Thu. 10:30 
. Highway Patrol (Ziv-UA) wrre Sat 
. Sea Hunt* (Ziv-UA) wmat-tv Sat. 
. Quick Draw McGraw (Screen Gems) 
WTTG Mon. 6:30 
. Death Valley Days (U. S. Borax) 
WRO-TVY Mon 7 wees eees 
. Woody Woodpecker (Burnett) 
wits Wed. . ‘ 
. Meet McGraw* (ABC) wMat-tTv Tue. 7 
. Phil Silvers (CBS) wro-ty Fri. 7 
. Mr. District Attorney (Ziv-UA) 
wttc Sun. 5:30 
. Roy Rogers (Roy Rogers Synd.) 
wTtte Sun. 


TOP FEATURE FILMS 
10:30 Theatre* wrop-Tv 
Sat. 10:30-12:45 a.m. eas 
. Picture for Sunday* wrop-tv ‘fen 1:30-4 
- Playhouso 5 wre Sat. 10:30-12 mid. 
. Early Show wrop-tv Sat. 5-6:45 


. Metropolitan Movie wrte Sun. 4-5:30 


TOP NETWORK SHOWS 
. Gunsmoke* WwToOP-TV 
. 77 Sunset Strip wMaL-Tv 
- Wagon Train wro-Tv 
- Hawaiian Eyo WMAL-TV 
. Perry Mason wrop-tv 


. G.E. Theatre wrop-tv 
. What’s My Line wrop-tv 


. Father Knows Best wrop-tv 
. Ed Sullivan wrop-tv 
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WKBT Provides the Only Con- 
sistently-Dependable Signal for 
an Isolated Market of 160,000 
Wisconsin, Minnesota and lowa 
TV Homes (CBS Research). Ob- 
viously, it would Take Two or 
Three Times as Many TV Homes 
in a Multi-Station Market to De- 
liver a Comparable Audience. 


Ea cos Ee NBC 


WKH 





Spot (Continued from page 69) 


W. A. SHEAFFER PEN CO. 
(BBDO, Chicago) 


Nov. 20 is the start date for the 
pre-Christmas push on this company’s 
pens. Minutes in non-prime time are 

the basis of the campaign, with some 
shorter announcements also to run, 
Frequencies vary by market. Commercials 
are aimed at the entire family. Cora 
Hawkinson is the buyer. 


STERLING DRUG CO. 


(Dancer-Fitzgerald-Sample, Inc., 
N. Y.) 


New activity in selected markets was 
noted for HALEY’S M-O, with placements 
of both day and night minutes getting 
under way early this month and 
continuing until year-end. Ron Bobic 

is the timebuyer. 


STUDEBAKER DEALERS 
ADV. ASSOCIATION 


(D’Arcy Adv. Co., Inc., N. Y.) 


The setting of this organization’s 
exclusively purchased syndicated half-hour 
series, as noted here Sept. 22, has begun 
in more than 100 markets. Wilbur and 
Mr. Ed will premiere after the first of the 
year and run 26 weeks in most markets. 
Bob Lazetera is the timebuyer. 


TV TIME FOODS, INC. 


(Stern, Walter & Simmons, Inc., 
Chicago) 


A new spot push featuring “enriched 
flavor” and a new package for this maker 
of popcorn and other snack items gets 
under way early this month in 15-20 


markets, mostly midwestern and eastern 
areas. Filmed minutes, 20’s and ID’s go 
in kid and women’s programs and late 
movies. Length of schedule varies 
depending on the market, with some 
continuing until Christmas, Vice president 
Kenneth Wittleder is the contact. 


VICK CHEMICAL CO. 
(SSC&B, New York) 


A new cold-remedy product here is 
THERACIN anti-congestant tablets testing 
via spot schedules in Peoria and 
Pittsburgh. Placements got under way 
in mid-October and will continue 
indefinitely, with minutes in nighttime 
slots used. Mike Cambridge is the 
timebuyer. 


WESSON OIL & SNOWDRIFT 
SALES CO. 


(Fitzgerald Adv. Agency, Inc., New 
Orleans) 


Buying should be completed by issue 
date for this firm’s fall-winter campaign 
on its cooking products, with minutes 
and 20’s going in top markets across 
the country (although areas without 
distribution are naturally bypassed). 
Media director Abbott Davis and assistant 
Boyd Seghers are the contacts. 


WILSON PRODUCTS CO. 
(KHCC&A, New York) 


The agency, just appointed to the account 
of this national manufacturer of Bob-pins, 
hair curlers and other hair products, 
has begun looking for availabilities in 
New York and Boston for a pin-curler 
called “Sleep-ease.” The company 
reportedly has set an expanded budget, 
most of which will go into tv spot. Beryl 
Seidenberg is the buying contact. 
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Occasion of the 40th anniversary in advertising for president David Wermen 
was celebrated at Wermen & Schorr, Philadelphia, with appropriate ceremonies 
in the television-radio department. Shown gathered around Mr. Wermen (l. to 
‘r.) are Jerry Samuelsohn, radio-tv director; Mrs. Grace Mathias, radio-tv time 


LACROSSE 
WISCONSIN 
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buyer; Miss ‘Mary Elizabeth Vosberg, radio-tv timebuyer; Robert Tucker, 
radio-tv production assistant, and J. Leonard Schorr, executive vice president. 


s 
* 
= 


72 November 14, 1960, Television Age 





WESTCLOX DIV., General Time 
Corp. 

(BBDO, Chicago) 

This month sees a regional marketing 
operation start in major markets in Ohio 
and Pennsylvania for TRAVELAIRE, a 
new six-transistor portable clock-radio 
with a key-wind clock that doesn’t drain 
the radio battery. Filmed minutes with 
some 20’s will run in heavy frequency 
until Christmas, with many of the 
minutes involving dealer credits. Cora 
Hawkinson is the timebuyer. 


WHITEHALL LABORATORIES, 
Div. American Home Products 
Corp. 

(Tatham-Laird, Inc., N. Y.) 

A new product from this maker of Dristan, 
PAINQUILIZER, reportedly is now in 
test markets with heavy weekly placements 
of day and night minutes running until 
the end of the year. Media supervisor Val 
Ritter and timebuyer Josh Wills are 

the contacts. 


Buyers’ Check Lisi— 


crt™-Tv Montreal, channel 10, is sched- 
uled to open up operations Jan. 21 as a 
commercial French-language outlet. The 
station, owned by Tele-Metropole, Ltd., 
has a video power of 325 kw radiating 
from Mount Royal. It is to be the flagship 
station of the second French-language net- 
work. Executive vice president of the 
station is Paul L’Anglais, whose sales or- 
ganization, Paul L’Anglais, Ltd., will rep- 
resent the outlet in Canada. National 
sales representative in the United States 
is ForjoeTv. 


wsPB-Tv Fairmont - Weston - Clarksburg, 
W. Va., has appointed Forjoe-Tv as special 
sales consultant. Gill-Perna, Inc., con- 
tinues as national sales representative, but 
the offices of Forjoe-Tv now serve as na- 
- tional sales offices for the station. 


WPBN-TV Traverse City, Mich., channel 7, 
has set a tentative May 1 target date for 
At that time the 
station’s video power will increase from 
53.7 kw to 151 kw, tower height will rise 
from 469 feet to 1,126 feet above ground. 
Transmitter will be moved to two miles 
south of Henrietta, 33 miles south of 
Traverse City. 


its facilities changes. 


wivi Fort Pierce, Fla., channel 19, com- 
menced operations this week as the primary 
CBS-TV outlet in that area. The station 
radiates a video power of 458 kw from a 
390-foot tower. According to general man- 
ager Herbert E. Buck Jr. and owner Gene 
Dyer, the station started operations with a 


base uhf conversion figure of 5,000 tv 


homes. Base hourly rate is $300. National 
sales representative is Forjoe Tv. 
New Representatives 
KNBS-TV Walla Walla has appointed Ven- 


ard, Rintoul & McConnell as national sales 
representative, effective immediately. 


wicp Danville, Ill., has appointed Young 


Television Corp. as national sales represent- 
ative, effective immediately. 


Station Changes 


KRDO-TV Colorado Springs has been auth- 


orized by the FCC to identify itself with 
Pueblo as well. 


Nework Rate Increases 


CBS-TV: 

KcBT-TV Harlingen, from $325 to $350, 
Nov. 15. 

KHQA-TV Quincy-Hannibal, from $475 to 
$500, Nov. 15. 

KRNT-TV Des Moines, from $725 to $825, 
Nov. 1. 

wsBK-TV Detroit, from $2,900 to $3,000, 
Nov. 1. 
wnct Greenville, N. C., from $450 to $500, 
Nov. 15. 

WTOK-TvV Meridian, Miss., from $325 to 
$375, Nov. 15. 








THE PICTURE 





in the important 


ALBANY- SCHENECTADY-TROY 
MARKET! 


Lucky Channel 13 . 


. is the ONLY area TV 


station posting consistent and considerable day and nighttime 


audience gains. 


ARB, November ’58 to March 60, WAST HU] -ar- 38:24) 


NSI average ratings, April °59 


to March ‘60, 6 A.M.-6 P.M., WAST BRU} aa 027% 
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Documentaries (from 28) 


Council of Retail Merchants gave ad- 
vice on what to do in such a situation, 
and many small-store operators were 
interviewed on whether they had ever 
been threatened or victimized and 
what action they would take if they 
were. 

Summer 60 was an offering by 
KcrG-Ttv Cedar Rapids on June 29, 
7-7:30 p.m., designed to inform the 
station’s viewers about the various rec- 
reational and sightseeing facilities— 
for most of which there is little or no 
charge—available to them in their 
area of the state of lowa. The pro- 
gram was prepared by the KCRG-TV 
news department: and employed: film, 
slides, photos and interviews with ofh- 
cials of the Cedar Rapids Parks and 


Recreation Departments. 
Lincoln and Illinois 


The Land of Lincoln was one of 
wcia Champaign’s C/A Reports pub- 
lic-affairs programs, telecast 7-7:30 
p.m. on July 19 and sponsored by 
Humko Products, Inc. While the story 
of the Great Emancipator has been told 
many times, WCIA’s presentation was 
unique in its approach in that it traced 
the effect of the central Illinois envir- 
onment on Lincoln and his continuing 
influence over the area. A variety of 
television techniques was used, along 
with poetry, sculpture, actual land- 
marks and quotes from Lincoln schol- 
ars, notably Carl Sandburg. 

wstVv Charlotte, N. C., aired Target 
—Charlotte! at 9:30-10:30 p.m. on 
July 21 as one entry in its sustaining 
Spearhead series, which is presented 
approximately once a month in Class 
A or AA time. wstv film crews flew 
a bombing mission in a B-52 jet of the 
Strategic Air Command, the imaginary 
target of which was Charlotte. 

The 60-minute documentary showed 
SAC’s constant readiness at its bases, 
the scramble to intercept by planes 
of the North Carolina Air National 
Guard and the radar tracking by the 
detection 


center in Winston-Salem. 


The running story showed bomber and 


interceptors getting closer and closer 
until the interception was shown at 
40,000 feet. The over-all purpose of 


the program was to illustrate in detail 


how the air defense of Charlotte will 
operate in the event of enemy attack. 

Know Your Senators was a two-part 
series televised by KLz-tTv Denver at 9- 
9:30 p.m. on Sept. 13 and 19. The 
initial stanza featured Senator Gordon 
Allott, the second one Senator John 
Carroll. KLZ-TV news director Jim 
Bennett spent a week in the nation’s 
capital shooting both silent and sound 
film of the Senators’ activities, and 
when the result was aired KLZ-TV view- 
ers saw a typical day in the lives of 
their representatives on Capitol Hill 
—from the time they got up in the 
morning until they went to bed at 
night. 

One program in a continuing series 
presented in prime evening tinte~ by 
wwJ-Tv Detroit and dealing with a va- 
riety of Detroit Torch Drive agencies 
was The Whole Man, seen at 7-7:30 on 
Aug. 19. Viewers were taken on an in- 
formative tour through the Rehabili- 
tation Institute of Metropolitan De- 
troit, a combination hospital, research 
center and specialized-treatment cen- 
ter whose patients come from all parts 
of the world and include paraplegics, 
hemiplegics, polio and stroke victims. 
The purpose of the program, which 
was sustaining, was to show Detroiters 
how, through professional treatment, 
the physically disabled are returned to 
a useful and productive life, within 
their own limitations. 


Seek New Activities 


WWJ-TV’s attitude on documentaries 
such as this is summed up by James 
Schiavone, manager of the station: 
“Our program resources are busy seek- 
ing out new civic and community-af- 
fairs activities which we feel need to 
be brought before viewers in our area. 
Rather than waiting for various worth- 
while groups to come to us for assist- 
ance, we're going to the groups . . . We 
believe there are many interesting as- 
pects of community life which have 
not received in-depth television expo- 
sure. We have programs dealing with 
these subjects in various stages of de- 
velopment.” 

Flight was the debut program in a 
new, series of shows called The Excit- 
ing Years being telecast by WXyYzZ-TV 
Detroit every third week in Class AA 
time this season. The skein deals with 


incidents, or people involved in a par- 
ticular incident, which have totally re- 
worked the face of civilization. Cause 
and effect are explored, the effect on 
the present is documented, and experts 
foresee the results in the future. 

Flight, viewed Oct. 4 at 7 p.m., be- 
gan with the invention by the Chinese 
some 2,000 years ago of a rocket, and 
in a combination of animation, slides, 
film and live examples it told the story 
of flying through the centuries. The 
Exciting Years is presented in coop- 
eration with the Ford Museum and 
Greenfield Village; it is, says the sta- 
tion, “presently unsponsored, but a 
sale seems imminent.” 


Grand Rapids’ Skid Row 


The Wasted World was produced 
by the woop-tv Grand Rapids news 
department and aired by the station 
on March 21 at 7 p.m. To bring before 
the local citizenry Grand Rapids’ 
“Skid Row” problem which, while not 
a major one as yet, is constantly grow- 
ing, WOOD-TV news reporter Del Blu- 
menshine spent 10 days living in the 
section as a bum, sleeping in flop 
houses, eating in mission centers, 
drinking wine and sterne behind ware- 
houses—and carrying a hidden tape 
recorder and a small camera to record 
it all. 

Feast or Famine was a half-hour 
documentary concerning the farm sit- 
uation in Indiana — the problem of 
farm income, surpluses, acreage con- 
trol, etc. It was written and produced 
by the news-information services de- 
partment of WFBM-TV Indianapolis and 
first telecast by the station between 
8:30 and 9 p.m. on Feb. 4; by “pop- 
ular demand” it was repeated March 
13, 6:30-7 p.m. 

Four weeks were spent in research- 
ing the topic, with all sides of the farm 
issue depicted via filmed interviews 
with farmers and Government officials, 
footage of the Farmers’ Market and 
surplus materials and foods, and so 
on. At the program’s end the station 
suggested that viewers write their 
Congressman; Representative Joseph 
Barr received so much mail that he 
came to Indianapolis to see what had 
prompted the response. Shown a kine 
of the program, he took it back to 
Washington to show to the House 
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Agricultural Committee. 

Produced entirely on film and not 
available for sponsorship was The 
Other Face, offered on June 28, 8-8:30 
p.m. by wJxT Jacksonville as the sec- 
ond program in its Project 4 series. 
The documentary examined the prob- 
lem of poor and sub-standard housing 
in the Jacksonville area in the midst 
of a period of unequaled prosperity, 
looked into the causes of the housing 
blight and the effects of it in terms of 
human suffering and economic drain 
on the community, and delved into a 
number of possible solutions for the 
dilemma, some of which have been 
highly controversial in past years. 


Audience Demands Repeat 


Audience response was enthusiastic 
enough to warrant a repeat showing 
on Aug. 7, also at 8 p.m., and praise 
from local individuals ran high. “To 
my mind, this is the kind of reporting 
for which television was made,” Greg 
Heimer, tv coordinator for the Board 
of Public Instruction of Duval Coun- 
ty, wrote wJxT. “Fortunately, The 
Other Face did not mince words .. . 
This was courageous on your part. 
Please continue in this vein. You are 
doing a real service for the community 
and the medium.” 

From Richard K. Morton, dean of 
the Evening College of Jacksonville 
University: “While the program itself 
had valuable documentation and 
strength, it was more broadly signifi- 
cant as a sincere effort on the part of a 
leading and respected tv station to 
recognize certain social conditions and 
to stir public reaction to remedy them. 
This is in the best tradition of what 
the FCC would like to have stations 
do in the field of public relations, serv- 
ice and education.” 

And from the “man on the street,” 
in this instance one John F. Gaillard: 
“The public conscience of Jacksonville 
has at last grown some vocal cords. 
While the local newspapers continue 
to peddle Government-inspected (and 
approved) pap, and the radios ‘bop’ 
themselves into oblivion, WJxT has 
chosen to face forthrightly the uncom- 
fortable facts of Jacksonville life. . . . 
If the precedent of meaningful issues 
presented in an intelligent and pene- 
trating fashion during prime evening 
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time is maintained throughout the 
[Project 4] series, Jacksonville will be 
enriched far beyond material growth; 
for the virtues of civic concern, re- 
sponsibility and participation will 
once more be awakened in its people.” 

For more than a year WHAS-TV Louis- 
ville had been anxious to televise an 
open-heart operation, convinced that 
such a program, properly presented, 
would add immeasurably to the area’s 
knowledge of heart-research advance- 
ments and, at the same time, have an 
unmatched impact on the community’s 
willingness to contribute to the heart- 
fund drives. This conviction was based 
upon the station’s successful experi- 
ences in 1953 and 1957 in regard to 
cancer. 

WHAS-TV backed its belief whole- 
heartedly, with no pun intended: on 
Feb. 24, three days before Heart Sun- 
day, it devoted two hours and 15 
minutes of evening time to the video- 
taped documentary. On the regularly 
scheduled Small Talk show from 6:15 
to 6:30 p.m. a pre-surgery interview 
in the operating room was aired ; from 
8:30 to 10 two CBS-TV programs were 
canceled to show the actual operation, 
and from 10 to 10:30 the station’s 
usual Wednesday-night stanza, What’s 
Your Question?, was turned over to a 
panel consisting of the two operating 
surgeons and the president of the Jef- 
ferson County Heart Association. 

The operation sequence was de- 
scribed by the two attending doctors 
and wHas-Tv’s Phyllis Knight (Mc- 
Call's magazine Golden Mike winner 
of 1958 as “America’s outstanding 
woman broadcaster”); their com- 
ments were held to the minimum nec- 
essary to tell the story, and the tape 
further carried the operating-room 
conversations and sounds. During the 
post-operation half-hour the panel an- 
swered viewers telephoned queries 
about heart surgery. 


One of Series 


Honky Tonk #2 is considered by 
wtvJ Miami as its most outstanding 
documentary in a continuing series of 
such shows on items of interest to 
south Floridians under the general ti- 
tle of F.Y./. Aired. on Oct. 21 of last 
year at 9 to 9:30 p.m. and sponsored 
by the Chase Federal Savings & Loan 


Association, Honky Tonk #2 was the 
second of two programs shown a 
month apart. 

The show was part of an effective 
campaign waged by the wTvJ news 
department against the moral deteri- 
oration and inbreeding of crime re- 
portedly existing in the city of Miami. 
The program, according to the station, 
was directly responsible for the pas- 
sage of several Miami ordinances 
aimed at stamping out vice and cor- 
ruption in the city’s downtown area— 
a result achieved by Honky Tonk #2’s 
baring of the problem and its revela- 
tion of an alarming number of open 
violations of the law. 


Transportation Problem 


Hell on Wheels was presented by 
wcss-Tv New York on July 21 be- 
tween 7:30 and 8:30 p.m. as a com- 
munity examination of the massive 
transportation problems of metropoli- 
tan New York. The special report, 
tracing the growth of transportation 
in the city and taking viewers onto the 
congested streets and highways in and 
around the area, not only investigated 
the multiple causes of Gotham’s traffic 
dilemma but searched for possible so- 
lutions from tri-state (New York, New 
Jersey and Connecticut) officials di- 
rectly involved. The program proved 
particularly timely in that it was aired 
during last summer’s Long Island 
Railroad strike, which paralyzed an 
integral part of New York’s commuter 
facilities. 

Lending considerable weight to 
WCBS-TV’s research and production ef- 
forts was the imposing roster of highly 
placed officials who were interviewed 
on the program: New York’s Governor 
Rockefeller; New Jersey’s Governor 
Robert Meyner and his Highway Com- 
missioner, Dwight G. Palmer; New 
York City’s Mayor Robert F. Wagner 
and Traffic Commissioner T. T. Wiley ; 
George Alpert, president of the New 
Haven Railroad; Austin Tobin, execu- 
tive director of New York’s Port Au- 
thority; Charles L. Patterson, chair- 
man of the New York Transit Author- 
ity, and James Felt, chairman of the 
city’s Planning Commission. 

As part of a continuing series of 
public-service programs also probing 
the problems of life in the New York 
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metropolitan area, Face of Prejudice 
was presented by wnsc-tv New York 
on March 19 from 7 to 7:30 p.m. 
Compiled by an NBC “task force” of 
reporters and cameramen led by rov- 
ing reporter Gabe Pressman, Face of 
Prejudice was, as its title implies, a 
searching look at the economic and 
spiritual effects of Negro bias in the 
metropolis. 

The wNnsc-Tv cameras poked into 
Harlem and wherever the story could 
best be told to capture a close-up look 
at the problem: an airline pilot who 
couldn’t get a job because of his color; 
a Negro who couldn’t get past the 
closed doors of Madison Avenue; a 
Harlem mother who had defied the 
Board of Education and the courts by 
keeping her child out of a_ public 
school she felt was segregated; a re- 
port by Dr. Abraham Kardiner, for- 
mer head of the Psychoanalytic Clinic 
at Columbia University, that showed 
the results of the psychoanalysis of 25 
New York Negroes and the effects dis- 


crimination had on them emotionally. 


Study of Hitler 

On Feb. 25 between 8:30 and 9:30 
p.m. wPix New York presented The 
Secret Life of Adolf Hitler, an in- 
depth study of the Nazi dictator as a 
public figure and as a private citizen, 
and thereby made local television his- 
tory by achieving a record-shattering 
49.7 average rating and a 60-per-cent 
share of audience. 

In addition to being the highest- 
rated documentary program in New 
York tv annals, according to the sta- 
tion, the show attracted the tallest rat- 
ing ever attained by any Gotham in- 
dependent station and became one of 
the all-time top-rated programs of any 
classification in the New York area. 
The 49.7 was, further, more than all 
six other local outlets combined, ac- 
cording to Arbitron, with wprx run- 
ning ahead of its nearest competitor 
during the hour (wcss-Tv with a 10.2 
Arbitron) by almost 400 per cent. 
Sponsor of the wpix-produced docu- 
mentary was Rootes Motors, Inc. 

The History of Hampton was first 
Norfolk- 
Hampton on Jan. 29, 7-7:30 p.m.; be- 


presented over WVEC-TV 


cause of the number of requests re- 
ceived, it was re-run in the early part 


of last summer and, due to continued 
audience response, the station offered 
it for the third time last month. 

WVEC-TV was requested by the city 
of Hampton to produce the program 
as part of the 350th anniversary cele- 
bration of the oldest continuous Eng- 
lish-speaking settlement in North 
America. A committee consisting of 
Hampton’s mayor, vice mayor and city 
manager, among others, was appointed 
by the city to work with the station, 
which set up a special unit, Project 60, 
to produce the documentary. 

“Of special significance, I believe,” 
says L. W. Kliewer, vice president, op- 
erations, for WVEC-TV, “is the fact that 
this program, originally on video tape, 
was transferred at the request of the 
Hampton city government to 16mm 
film for use in the Hampton public- 
school system as a standard part of its 
history course.” 

The most outstanding effort along 
documentary lines by wky-tv Okla- 
homa City was titled A Place to Live 
and was shown twice by the station in 
prime evening time—on Aug. 30 at 9- 
9:30 and on Sept. 19, 9:30-10 p.m. 
The program was produced on film 
and video tape by WKY-TV newsmen 
Gene Allen and Scott Berner. 

A Place to Live dealt with the prob- 
lem of legislative reapportionment, a 
subject on which the state of Oklahoma 
voted Sept. 20. The half-hour show 
traced the movement of population 
from farms to small towns to cities be- 
tween 1900 and the present, and ex- 
plained why the state’s political insti- 
tutions have not kept pace with this 
change. The program closed with a 
filmed tone-poem to a deserted farm, 
using music and narration. 

Notes Jim Terrell, assistant station 
manager: “Audience response was 
highly critical. Letters and telephone 
calls from our metropolitan viewers 
were high in their praise of the pro- 
gram, while mail from our friends 
in the rural areas was not so com- 
plimentary. This was as we expected, 
and the fact that we had a large re- 
sponse highly critical either pro or 
con gave us a measure of the show’s 
success.” 

The Day Your Heart Stops was 
offered on the eve of Heart Sunday, 


Feb. 27, 10-10:30 p. m., by WFIL-TV 
Philadelphia as one of a documentary 
series on topics of local, national and 
international scope presented in prime 
time as part of the station’s Eyewit- 
ness skein. Sponsored as a_ public 
service by the Sun Oil Co., the pro- 
gram was a detailed examination of 
the progress being made in heart sur- 
gery and in the treatment of heart 
disease, and was credited by officials 
of the Heart Association of South- 
eastern Pennsylvania with helping to 
achieve a record area fund collec- 
tion. 


Relocation Problem 


The Lippitt Hill section of Provi- 
dence, scheduled for condemmation 
and urban renewal, is almost entire- 
ly non-white. To assist the residents’ 
relocation efforts, WPRO-TV 
dence traced the 200-year history of 


Provi- 


Lippitt Hill to the present, inter- 
viewed area residents, questioned 
officials about residents’ fears, ex- 
amined renewal plans for the project 
and requested community coopera- 
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tion in the amicable relocation of dis- 
placed families and individuals. 

Titled 57 Acres, WPRO-TV’s run- 
down of the relocation problem was 
produced in cooperation with the 
Providence Redevelopment Agency. 
It was telecast sustaining on Oct. 23, 
1959, from 8:30 to 9 p. m., with a 
repeat showing aired on Nov.~ 15, 5- 
5:30 p.m. 

In an unusual approach to docu- 
mentary programing, WDBJ-TV Roa- 
noke adapted for television a church 
play based on the idea of “bringing 
to life” Jesus and the 12 Apostles as 
Leonardo da Vinci conceived them. 
The dramatic presentation was pre- 
pared for showing on Palm Sunday, 
April 10, between 6 and 6:30 p. m., 
with viewer reaction so great that it 
was necessary to repeat the program 
three nights later at 7:30 to 8. 

WDBJ-TV secured the best local dra- 
matic performers available, and every 
effort was made to duplicate da Vinci's 
masterpiece in the studio set, costum- 
ing and make-up. A preview of the 
video-taped production for the Roa- 
noke Ministers’ Conference resulted 
in pulpit announcements by the min- 
isters that lent added impetus to the 
station’s on-the-air and newpaper pro- 
motion of the program. 

The offering was sustaining, al- 
though, says Charles A. Ballou, woBJ- 
TV program manager, “we immedi- 
ately had an inquiry from a local 
client to sponsor the presentation on 
an annual basis with only a credit 
line. The program will be presented 
annually, but at this stage we feel that 
the subject matter lends itself best 
from a prestige standpoint to featur- 
ing the public image of our station.” 

Four hundred thousand dollars was 
the goal by the Blue Ridge Council 
of the Boy Scouts of America to ex- 
pand the summer facilities at the local 
Scout group’s Camp Powhatan. To 
assist the council in reaching its goal, 
WSLS-TV Roanoke produced a 30- 
minute program, run at 8:30 p. m. 
on June 24, showing the present camp 
and pointing out why a larger camp 
was needed. 

The Spirit of Powhatan employed 
SOF and silent film to delineate Scout 
activities during a normal week of 
camp life. Augmenting the film was 
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Perry Schofield has joined Friend- 
Reiss Advertising as vice president 
in charge of creative services. He was 
formerly creative director of Bozell 
& Jacobs, a copy vice president of 
Lennen & Newell and executive vice 
president of the Joseph Katz Co. 





a live segment of an Eagle Scout re- 
enacting the Candle Ceremony, one 
of the most moving in Scouting, as 
well as a brief appeal on behalf of 
the Camp Development Fund. The 
end result was gratifying: $450,000 
was raised by the Blue Ridge Council, 
$50,000 over its goal. 


Bond Issue Explained 


Day of Hope, Part I was a report 
by WHBF-TV Rock Island, IIl., on con- 
ditions in Illinois mental institutions, 
occasioned by the fact that the state’s 
voters were being asked to approve 
on Election Day a $150-million build- 
ing bond issue for these institutions. 
The station sent a reporter to the 
East Moline State Hospital for the 
Mentally Ill and the Dixon State 
School for the Mentally Retarded to 
find out why the money was needed. 

The reporter—Don Wooten of the 
WHBF-TV production department- 
was given carte blanche at both places 
and was able to film some striking 
sequences showing dangerously old 
buildings, seriously inadequate facilli- 
ties, terrible overcrowding and the ap- 
palling circumstances under which 
the staffs at each institution had to 
work. A brief question-answer session 
with officials of both hospitals rounded 
out the program. 
Wooten 
months taking the pictures, scripting, 
editing and narrating the program, 


Newsman spent three 


with the finished product put on the 
air on Sept. 15 at 7 p. m. after a 
heavy promotion campaign. “In spite 
of the subject matter and some rather 
unpleasant pictures,” says Heber E. 
Darton, WHBF-TV promotion mana- 
ger, “the station received nothing but 
praise from the audience. Not one 
complaint was phoned or written, 
somewhat of a milestone, we believe.” 


Children in Jails 


Special Report on Utah Juvenile 
Detention took KSL-Tv Salt Lake 
City’s viewers to every corner of the 
state to reveal how 23 of the 29 coun- 
ties in Utah are violating the Utah 
Code by confining juveniles—who 
have not yet been before the juvenile 
judge—in jails, lock-ups and_ police 
cells, as well as in the 13 adult jails 
in the state where children from five 
to 16 years old are being detained. 

Fifty-four still photographs were 
used, along with four interviews: state 
chairman of the Bureau of Services 
for Children, a Utah Juvenile Court 
judge, a leader in the movement for 
adequate detention facilities, and a 
county commissioner who opposes 
further expenditures for detention 
homes. The program was written, pro- 
duced and narrated by KSL-TV news 
director Brad Wright, and was aired 
between 10 and 10:30 p. m. on Sept. 
24. 

KFMB-TV San Diego was responsi- 
ble for an ambitious documentary 
which it aired, under the sponsor- 
ship of Hine Pontiac, on Sept. 25 be- 
tween 8 and 9 p. m. Target, U.S. A., 
concerned with the subject of the 
nation’s greatest potential threat, mis- 
sile attack by enemy submarines, was 
a dramatic simulation of such an at- 
tack on the U. S. coastline and an il- 
lustration of the major devices and 
techniques employed by the Navy in 
the course of defending against the 
attack. 

Working with the full cooperation 
of the Navy and the Department of 
Defense, KFMB-TV went to great 
lengths in its production efforts for 
realism. A special news team traveled 
more than 16,000 miles to assemble 
footage of actual submarine-detection 
maneuvers. The team’s travels carried 
it from Hawaii to Washington, D. C., 








Be 


B. 


K\ 


B. 


=> 





yw — 





Programs (Continued from page 28) 


filmization of centuries-old yearly wild- 
pony round-up and carnival in Virginia 
community of Chincoteague; Sept. 3, 
1960; 7:30-8 p.m.; sustaining. 

wMak-TV: Artificial Heart; filmed report 
on Johns Hopkins Hospital development 
of machine to take over heart’s functions 
to permit surgical repairs; Class A time; 
30 minutes; sustaining. 


Baton Rouge: 

weRz: Can Voting Machines Be Rigged? ; 
presentation proving truth of the rumor 
that voting machines in Louisiana can 
be fixed; May 26, 1960; 10-10:30 p.m.; 


sustaining. 


Bellingham, Wash.: 

Kvos-Tv: Project 12; interviews by students 
of northwest Washington and British Co- 
lumbia high schools of foreign university 
students, consular officials, etc., on cur- 
rent economic, social and political con- 
ditions in their countries; sustaining. 


Boise: 

KtvB: The History of Music; two-part dis- 
cussion of music from its beginnings to 
the present, illustrated by singers and in- 
strumentalists; two consecutive Thurs- 
days in October 1960; 3-4 p.m., both 


times; sustaining. 


Boston: 

wsz-Tv: Assignment Korea—Bowl of Dark- 
ness; in-depth study of military, politi- 
cal, economic and social changes in Korea 
10 years after the start of the Korean 
War; June 24, 1960; 7:30-8:30 p.m.; 
sustaining except for couple of partici- 
pating spets. 


Buffalo: 
wcr-tv: Prescription For Danger; analysis 
of small-business crimes in Buffalo and 





and included visiting and working 
with eight naval stations on the west 
coast, along with the Naval Electron- 
ics Research Laboratory in San Diego 
and the Scripps Institute of Oceano- 
graphy. 

Ten thousand feet of film were shot 
and edited, coupled with five hours of 
video-tape recordings, into the final 
hour-long presentation—a__ boiling- 
down process which took nearly 3,000 
man-hours to accomplish. Further, 
the program had to be cleared through 
the Chief of Naval Information and 
the State Department, which meant 
that before the show got into its final 
production stages the script had been 
completely rewritten five times. 


theories for solution of the problem; 
April 5, 1960; 9:30-10 p.m.; sustaining. 


Cedar Rapids: 

KcrG-TV: Summer ’60; rundown of recrea- 
tional and sightseeing facilities available 
to station’s viewers in their area of Iowa; 
June 29, 1960; 7-7:30 p.m.; sustaining. 


Champaign, Ill: 

weia: CIA-Reports: -The. Land of Lincoln; 
delineation of the effect of central Illi- 
nois environment on Lincoln and his con- 
tinuing influence over the area; July 19, 
1960; 7-7:30 p.m.; Humko Products, Inc. 


Charleston, S. C.: 

wusn-Tv: Big Slam; documentation of 
largest peacetime airlift attempted by 
Military Air Transport Service; aired 
twice in Class A time; savings-and-loan 
institution. 


Charlotte, N. C.: 

wstv: Spearhead: Target—Charlotte! ; 
comprehensive technical rundown of how 
air defense of Charlotte will operate in 
event of attack; July 21, 1960; 9:30- 
10:30 p.m.; sustaining. 

wsoc-Tv: Ordeal By Snow; résumé of the 
disaster situation in the mountains of 
western North Carolina; March 13, 1960; 
10:30-11 p.m.; sustaining. 


Chicago: 

wBKB: Inside Argonne; exploration of 
peaceful uses of atomic energy via a 
study of the Argonne National Labora- 
tory nuclear center; May 7, 1960, re- 
shown on ABC-TV network Aug. 6, 1960; 
10 p.m.-12 m., both times; sustaining on 
wBkB, local participations on network 
telecast. 

wnBeQ: Shadow on Our City, No. 2: one of 
four documentaries covering a Chicago 
police scandal last January; Jan. 30, 
1960; prime time; sustaining. 


Cleveland: 

Kyw-tv: Show Them Alive; 13-week series 
on the animals at the Cleveland Zo- 
ological Garden; premiere July 31, 1960; 
6:30-7 p.m.; sustaining. 


Denver: 

KLz-TV: Know Your Senators; two-parter 
depicting a typical day in the life of a 
United States Senator; Sept. 13 and 20, 
1960; 9-9:30 p.m., both times; sustain- 


ing. 


Detroit: 

wwy-tv: The Whole Man; informative tour 
of the Rehabilitation Institute of Metro- 
politan Detroit, combination hospital, 
treatment center and research center for 
the physically disabled; Aug. 19, 1960; 
7-7:30 p.m.; sustaining. 

wxyz-Tv: The Exciting Years: Flight;-his- 
tory of flying from the time of China’s 


invention of a rocket 2,000 years ago; 
Oct. 4, 1960; 7 p.m.; sustaining. 


Des Moines: 

wHo-tv: Transit Picture: Past, Present, 
Future; survey of the local transit prob- 
lem, a thorny one for more than a year: 
Aug. 23, 1960; 10:30-11 p.m.; sustaining. 


Eugene, Ore.: 

KVAL-TV: One Year After; review of the 
recovery made by Roseburg, Ore., from a 
devastating truck explosion in 1959; Aug. 
7, 1960; 5:30-46 p.m.; McKee Trailer 
Sales. 


Grand Rapids: 

woop-tv: The Wasted World; depiction of 
Grand Rapids’ growing “Skid Row” sec 
tion; March 21, 1960; 7 p.m.; sustain- 
ing. 


Honolulu: 

KHVH-TV: Community Camera; series of 
penetrating looks at local events, prob- 
lems and activities; one to two hours in 
length: Hawaiian Electric Co. 


Houston: 

KHOou-Tv: San Jacinto Day 1960; outdoor 
spectacular designed to breathe new life 
into a famous Texas holiday; April 21, 
1960; 2:30-4 p.m.; sustaining. 


Indianapolis: 

wreM-Tv: Feast or Famine; film and live 
report on all aspects of Indiana’s farm 
situation; Feb. 4, 1960; 8:30-9 p.m.; sus 
taining. 


Jacksonville: 

wyxt: The Other Face; examination of 
poor and sub-standard housing in Greater 
Jacksonville; June 28, 1960, reshown 
Aug. 7, 1960; 8 p.m., both times; sus 
taining. 


Lake Charles, La.: 

KPLc-TV: The Sound of the Sixties; chrono- 
logical history of sound from Pony Ex- 
press hoofbeats to Cape Canavaral count- 
downs; 30 minutes; sustaining. 


Louisville: 

WHAS-TV: Operation Open Heart; actual 
depiction of surgery, plus commentary 
and interviews; Feb. 24, 1960; 6:15-6:30 
p.m., 8:30-10:30 p.m.; sustaining. 


Lubbock, Tex.: 

KpuB-Tv: Cow Trails to Rails; produced in 
observance of Lubbock’s 50th anniver- 
sary; Sept. 6, 1959, reshown Dec. 15, 
1959; 5-5:30 p.m., 6:30-7 p.m.; sustain 


0 
ing. 


Miami: 

wtvy: Honky Tonk #2; second of a two- 
part series revealing moral deterioration 
and inbreeding of crime in Miami; Oct. 
21, 1959; 9-9:30 p.m.; Chase Federal 
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Savings & Loan Association. 


Minneapolis-St. Paul: 

weco-tv: Unwed Mothers; study of the 
help given unwed mothers-to-be by the 
St. Paul Salvation Army Hospital; July 
31, 1960; 44:30 p.m.; sustaining. 


Montgomery, Ala.: 

wsFa-Tv: Ring on His Finger; presentation 
on behalf of a bond issue to permit 
building of a new mental hospital; 30 
minutes; sustaining. 


New Orleans: 

wosu-tv: The Life of a Carmelite; first 
filmization of the investiture of a Car- 
melite, a ceremony in which a young girl 
becomes a bride of Christ and leaves the 
outside world; Dec. 19, 1959; 12-12:30 
p.m.; sustaining. 


New York: 

wers-tv: Hell on Wheels; examination of 
the multiple causes of the trafic and 
transportation problems of metropolitan 
New York; July 21, 1960; 7:30-8:30 
p.m.; sustaining. 

wnac-tv: Face of Prejudice; study of the 
economic, spiritual and emotional effects 
of discrimination against Negroes in New 
York; March 19, 1960; 7-7:30 p.m.; sus- 
taining. 

wPix: The Secret Life of Adolf Hitler; in- 
depth study of the Nazi dictator as a 
public figure and as a private citizen; 
Feb. 25, 1960; 8:30-9:30 p.m.: Rootes 
Motors, Inc. 


Norfolk: 

wtar-tv: The World of a Deaf Child: ex- 
ploration of the problems of pre-school- 
age children with impaired hearing: 30 
minutes: 7-7:30 p.m.: sustaining. 


Norfolk-Hampton: 

wvec-tv: The History of Hampton: docu- 
mented story of the city of Hampton on 
the 350th anniversary of its founding: 
Jan. 29, 1960; sustaining. 


Oklahoma City: 

wky-tv: A Place to Live: presentation of 
the problem of legislative reapportion- 
ment, tracing population movements from 
1900 to 1960; Aug. 30, 1960, reshown 
Sept. 19, 1960; 9-9:30 p.m., 9:30-10 p.m.: 


sustaining. 


Omaha: 

KMTV: Birth of a Decade: study of Omaha’s 
past 10 years and predictions for. the 
next 10; January 1960; Class AA time; 
sponsored as a public-service program 
without commercials by four local com- 
panies. 


Orlando: 


woso-tv: This Was Donna; extensive be- 
fore-during-and-after documentation of 
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hurricane Donna; Sept. 16, 1960; 9-10 
p.m.; sustaining. 

wLor-tv: Take Eight Giant Steps; octet of 
filmed segments covering a proposed 
civic-improvement bond issue; 7:30-8:30 
p.m.; sustaining. 


Philadelphia: 

wriL-tv: The Day Your Heart Stops; study 
of progress being made in heart surgery 
and treatment of heart disease; Feb. 27, 
1960; 10-10:30 p.m.; Sun Oil Co. 


Pittsburgh: 

KDKA-TV: Peace Is Our Profession; com- 
prehensive look at the Strategic Air Com- 
mand and its important bases; Nov. 4, 
1960; 7:30-8:30 p.m.; sustaining. 

wTAaE: Bicentennial Salute: in-depth pres- 
sentation of Pittsburgh’s year-long 200th 
anniversary celebration; 30 minutes; sus- 
taining. 


Providence: 

WPRO-TV: 57 Acres; review of relocation 
efforts attendant upon local area sched- 
uled for condemnation and urban re- 
newal; Oct. 23, 1960; 8:30-9 p.m.; sus- 
taining. 


Pueblo: 

KcsJ-TV: Postscript to Justice; progress re- 
port on the first 18 months of operation 
of the Pre-Parole Release Center, Canon 
City, Colo., first of its kind in the na- 
tion: July 11, 1960; 6-6:30 p.m.; sus- 
taining. 


Richmond: 

wrva-Tv: Our Man in Cuba; two-parter on 
local college student’s experiences during 
visit to Cuba; Aug. 28 and Sept. 4, 1960: 
7-7:30 p.m., both times; sustaining. 


Roanoke: 

woBpJ-tv: The Last Supper; church play 
based on the Leonardo da Vinci concep- 
tion; April 10, 1960, reshown April 13, 
1960; 6-6:30 p.m., 7:30-8 p.m.; sustain- 
ing. 

wsis-tv: The Spirit of Powhatan; depic- 
tion of Boy Scout camp in order to raise 
funds for expansion of camp facilities: 
June 24, 1960; 8:30-9 p.m.; sustaining. 


Rock Island, Il.: 

wHBF-TvV: Day of Hope. Part I: first of a 
two-program report on conditions in IIli- 
nois mental institutions: Sept. 15, 1960: 
7 p.m.; sustaining. 


Salt Lake City: 

KSL-TV: Special Report on Juvenile Deten- 
tion; exposé of violations in confining 
youths in Utah jails; Sept. 24, 1960: 10- 
10:30 p.m.; sustaining. 


San Antonio: 
KONO-TV: Project 12—Children’s Hospital: 


taped tour through new Santa Rosa 
Children’s Hospital; Jan. 19, 1960, re- 
shown April 24, 1960; 9-10 p.m., 45 
p.m.; sustaining. 


San Diego: 

KFMB-TV: Target U.S.A.; dramatic simula- 
tion of coastline attack by enemy subma- 
rine and steps taken to meet it; Sept. 25, 
1960; 8-9 p.m.; Hine Pontiac. 

KFsp-tv: San Diego at 60; in-depth series 
dealing with various areas of broad civic 
interest; every fourth Monday; 9:30-10 
p.m.; Dairy Mart Farms. 


San Francisco: 

KPIx: A Life in the Balance; illustration 
via murder trial of basic judicial process 
and legal and personal rights of the ac- 
cused; Dec. 13, 1959; 4-6 p.m.; sustain- 
ing 

KRON-TV: Can They Get Through?; exami- 
nation of the state of west-coast defenses 
against enemy attack; July 1, 1960; 6:30- 
7 p.m.; sustaining. 


Seattle: 
KoMO-TV: 15,000 Santas; story of the re- 
sponse of Pacific Northwest children to a 
tv appeal by Komo-tv’s Captain Puget 
that resulted in a needed hospital for 
children on Paengnyong Island in the 
Yellow Sea; July 30, 1960; 6-6:30 p.m.; 
Seattle First National Bank. 


South Bend: 

WSBT-TV: Assignment 22; introduction to 
local citizenry of little-known South Bend 
city controller upon his being named 
acting mayor; Tuesday; 7 p.m.; sus- 
taining. 


St. Louis: 

Ktvi: Biography of a River; history and 
importance of the Mississippi River as 
it affects the city of St. Louis; sustain- 


ing. 


St. Petersburg: 

wsun-Tv: Legal Forum; four-program dis- 
cussion of legal matters in form of a con- 
ference in a law firm; Saturdays; 6-7 
p.m.; St. Petersburg Bar Association and 
the St. Petersburg Times. 


Tampa-St. Petersburg: 

wtvt: Donna: Profile of a Hurricane; 
documentary covering the storm’s prog- 
ress through Florida; Sept. 14, 1960; 
9-9:30 p.m.; Florida West Coast Rambler 
Dealers. 


Tulsa: 

Kvoo-tv: Tornado; review of damage and 
tracking of past tornadoes and precau- 
tionary advice for future; April 12, 1959, 
reshown May 10, 1959; 5:30-6 p.m., 5- 
5:30 p.m.; Adams & Leonard Insurance 
Agency, first time; Utica Square Mer- 
chants (shopping center), repeat. 
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In the picture 


C. J. LaRoche & Co., Inc., has named John S. Graetzer Jr. 
(l.) and John Goodwillie (r.) executive vice presidents of the 
agency. The former joined LaRoche in 1952, coming from Lennen 
& Mitchell and the National Distillers Products Corp. At LaRoche 
he is contact supervisor on the Hiram Walker and Norelco ac- 
counts. Mr. Goodwillie became associated with LaRoche in 1955, 
after experience with R. H. Macy, Benton & Bowles and Young & 
Rubicam. He became account supervisor in 1956 and a vice presi- 
dent in °58. In addition to his account-supervisor duties, he will 
be vice chairman of the plans board. 





Robert H. Ellis (|.) and James J. Jordan Jr. (r.) have 
been elected vice presidents of BBDO, according to an announce- 
ment by president Charles H. Brower. Mr. Ellis joined the agency 
in New York in 1958 as an account executive, following sales 
and marketing positions with several manufacturing concerns. 
He was named an account supervisor last month and now serves 
in the BBDO Minneapolis office. Mr. Jordan, a copy supervisor 
in New York, came to BBDO as a copy cub shortly after gradua- 
tion from Amherst College eight years ago. He was made a group 
head in 1959 and promoted to supervisor earlier this year. 





Two vice presidents have been newly elected by the board of 
directors at Zimmer, Keller & Calvert, Inc., Detroit advertising 
agency, according to Harry W. Calvert, president. They are 
Donald C. Graves (l.) and Richard W. Long (r.). Mr. 
Graves has seven years of service with the agency and formerly 
held creative and administrative posts in television and radio at 
both the network and local levels. Mr. Long has been with ZK&C 
for 10 years and previously was in the advertising department 
at the J. L. Hudson Co. Both Mr. Long and Mr. Graves have 


been serving as account managers at the agency. 





A new department of public relations has been established by Fletcher Richards, Cal- 
kins & Holden, Inc., it has been announced by Bryan Houston, president and chief execu- 
tive officer of the agency. Heading the department as vice president and director of public 
relations is Richard E. Fisher, who joined Fletcher Richards, Calkins & Holden last 
March, coming from the American Petroleum Institute, where he was head of public 
information. A former newspaperman, Mr. Fisher previously had been with American Air- 
lines for 13 years. Prior to entering the oil business in 1959 he was the airline’s director 
of community relations for five years. In that capacity he also served as chairman of the 
public-affairs committee of the Air Transport Association, trade group for the U.S. air- 
line industry. Prior to the war he was with General Electric and General Motors. 





Ross R. Millhiser (1.), vice president and assistant chief of 
operations and, earlier, assistant director of marketing, has be- 
come director of marketing at Philip Morris, Inc., while John 
E. Cookman (r.), vice president-diversification, becomes treas- 
urer of the company. Mr. Millhiser started with Philip Morris in 
1941 as a machine operator in his native Richmond, Va. Mr. 
Cookman came to the firm when it acquired Benson & Hedges, 
where he had been a vice president, and became vice president 
in charge of organization, planning and control in 1954. Before 


B&H he had been a vice president of the New York Trust Co. 
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LOOK MA, MUSCLES! 





Rochester, Minnesota is the market 
with muscles. It is the fastest growing 
market in the state. 


If you are interested in push-ups, this 
is the market that has been pushing 
up for the last decade—wup in con- 
struction, up in population growth, up 
in retail sales. 


As a matter of fact, the annual con- 
sumer spendable income is $886,- 
000,000. 


And you reach this large, growing 
market through KROC-TV which com- 
mands 70% of this audience sign-on 
to sign-off, according to ARB. 


Ask Venard, Rintoul & McConnell how 
easy it is to push up sales for your 
client in the Rochester, Minnesota 
Market. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
Venard, Rintoul & McConnell, Inc. 


Minneapolis: Harry S. Hyett Co. 
Network Representative Elisabeth Beckjorden 
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THE LIGHTER SIDE In camera 





The Story of a Cooperative Wife: 
To take care of their expanding busi- 
ness, the Katz Agency, station repre- 
sentative firm, early this year opened 
a new office in Minneapolis and ap- 
pointed Dave Abbey manager of the 
Twin City quarters. 

Dave was happy about his new 
assignment. And so was his wife. 
Last week Mrs. Abbey gave birth to 
twin boys. 

Anybody for the Bay City-Saginaw- 
Midland area! 


* + % 


Life in this television age, English 
style: The Sunday school of the 
Methodist Church in Newcastle urged 
that the imported television western, 
Cheyenne, be scheduled at a different 
time. The school complained that chil- 
dren and teachers as well were staying 
away from Sunday school to watch 
it . . . Workmen on a London build- 
ing site are considering hiring their 
own make-up man. People passing on 
Gracechurch Street, located in a 
crowded commercial section of the 
city, can observe them on closed- 
circuit television. The sidewalk supers 
merely turn a lever in a booth adjoin- 
ing the pavement and focus a@ tele- 
vision camera on any part of the site 

Ernest Hogg of Grimsby is 
threatening court action in order to 
get rid of a television cable running 
alongside his house. Explains Mr. 
Hogg, “I'm tired of picking up tele- 
vision programs on my hearing aid.” 


* * * 


Something for which the Russians 
will not, of course, take credit are 
the many from East 
Germany to West Germany. 

The other day two East German 
television executives took a quick dis- 
solve to West Berlin. They were ac- 
cused of injecting too many “decadent 
and uncultured” 


defections 


swinging rhythms 
into their musical shows. The two 
swingsters, Werner Schall and Hans 
Joachim Huetenrauch, were called by 
their former associates of the East 
“swine with dirty imaginations who 
were guilty of Western thinking and 


decadence.” 

Another proof positive that East is 
East and West is West, and never the 
swine shall meet. 


* * e 


Here’s a rescue story with a tv 
twist: Six-year-old Maureen Hintz of 
Salina, Kan., calmly picked up the 
phone in her house and called police. 
“['d like to report my brother has 
fallen into the furnace,” said she. 

Maureen's brother, two-year-old 
Alan, had fallen 10 feet, feet first, 
into the cold-air duct. The~ police 
sergeant dispatched police cars and 
an ambulance to the Hintz house. 

But before the police arrived the 
youngster’s father, William Hintz, 
tied a rope around the waist of an- 
other son, Jimmy, aged five, and 
lowered him into the duct. Jimmy un- 
tied the rope and fastened it around 
Alan. Father pulled the younger boy 
out, then he lowered the rope again 
and pulled Jimmy out. It turned out 
that neither boy was hurt, nor was 
the father. 

How did Alan get into the duct? 
He unfastened the protective grating 
over it and dropped in. 

Why did Alan want to get in? He 
was looking for a knob that had 
fallen from the television set. 


* * * 


Life in this television age, by air. 
sea and land: A distinguished educa- 
tor, when asked his opinion of the 
Midwest Airborne TV Project—which 
hopes to televise lessons from air- 
planes to 13,000 schools in six mid- 
west states—made the following com- 
ment: “It’s educational crop-dusting. 
You can’t spray a mass audience with 
. . Robots have been de- 
vised to explore the bottom of the 
ocean. One such robot will even have 


a subject” . 


mechanical arms and hands for han- 
dling objects operated in a remote 
control site via two television cameras 
. . » Meanwhile, the producer of the 
Wyatt Earp series is offering a $1,000 
reward for any proof that Earp was 
“substantially less virtuous than he’s 
portrayed on the ABC show.” 
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x 
Interview: ZO eradsalh (<p aele. 


Director of Broadcast Media for Cohen & Aleshire Advertising Agency, New York, 
explains why she selects WLW Radio and TV Stations for 4-WAY Cold Tablets. 


“The 6 Crosley Stations 
provide extensive coverage 
in important markets 
thru 9 states.” 


“This tremendous 
audience reach makes WLW Radio 
and WLW TV Stations one of the best 
buys on the media map!” 


& 


V7 


“Yes, for coverage— 
it’s hard to beat the 
6% million home area of 


FAST-ACTING WLW Radio and TV land.” 
COLD TABLETS 

















Call your WLW Stations’ Representative . . . you'll be glad you did! The dynamic WLW stations... 


WLW-A WLW-I WLW-D WLW-Cc WLW-T 


Television Television Television Television Television 
Atlanta Indianapolis Dayton i Columbus Cincinnati 


Crosley Broadcasting Corporation, a division of Aveo 











